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CLOSE HARMONY 


In catering to the requirements of Green Coffee Buyers 
as agents for coffee exporters, it is our aim to develop a 
harmonious and helpful relationship, starting with the ship- 
per and continuing through to the coffee roaster. 


For 56 years the Ruffner organization has endeavored 
to render dependable service based upon harmonious deal- 
ings with all factors concerned. That this policy bears fruit 
is indicated by a letter recently received from one of our 
roaster customers from which we quote as follows: "We 
have not purchased any coffees in the last fifteen years 
outside of Ruffner, McDowell & Burch, Inc., and our business 


is in a very satisfactory state". 


It pays to trade the ‘Ruffner’ way 


Ruffner, McDowell & Burch, Inc. 


NEW . YORK: 98 Front ‘Street CHICAGO: 408 W. Grand Ave. 


SAN FRANCISCO: 214 Front Street NEW ORLEANS: 419 Gravier St. 
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Solution to narrowing profit margins! A proven 
seller...Cup Brew was acclaimed as good or better 
than their regular brand by 83% of the persons 
interviewed by Denver University’s Market 
Research Department in a survey of over 

850 homes. 


Cup Brew coffee bags are yielding 64 and 
more good cups of coffee per pound to 
our licensees. And, Cup Brew coffee bags 
are tasteless. 


Copyright 1951 
Wiueste : 
Denver, Colorado Here’s how the Cup Brew sales plan works. A simple 
licensing agreement enables you to pack your own coffee in your own 
plant in patented Cup Brew bags. Or, you may have the packaging done at 
some nearby licensed packing station. 
Here‘s all you have to do. For full details on how 


to put profit-building, sales-stimulating Cup Brew Coffee W " ‘ 
Bags to work in your area, just clip and mail this coupon. TE R R i FIC it Spray Coffee Co. 
Opportunities for a limited number of roasters in select , 
markets are now available. Licensing and merchandising 
information will be sent you by return mail. Don’t delay! 
Mail this coupon today! “Cup Brew coffee bags 

got us into large, new 


CUP BREW COFFEE BAG CO. | pulitts we couldn't get 


1715 Logan Street., Dept. 102, Denver, Colorado ‘5 ’ 
CT Please send me licensing and complete merchandis- Floyd Poole, President 
ing information on Cup Brew Coffee Bags. 


Cae Sete eaten eects | “Peofieable: tevetliag 

bags, without cost or obligation. new coffee item...we sold 

580 12-bag packages in 

NAME two stores during one 
weekend!” 








COMPANY. 
Doil Smith, Supervisor, 
Busley Supermarkets. 





ADDRESS 
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BURNS new 


FULL-AUTOMATIC Roasters 


including Thermalo and Smokeless Types 


@ Full-automatic control is receiving modern em- 
phasis both because it makes machine operation less 
dependent on fallible “human elements” of skill, judg- 
ment and attentiveness, and because closer uniformity 
of finished product and an increased output are made 
possible. Efficiency standards are raised; overall pro- 
duction economies introduced. ; 

A Burns Full-Automatic Roaster provides for auto- 
matic control of each step in the roasting cycle: feeding 
green coffee to the roaster in measured batches: light- 
ing and extinguishing the burner; water spray; dis- 
charge at predetermined temperature; operation of 
dampers at the proper time;—and, if desired, auto- 
matically controlled: linkage of cooling and stoning 


operations to the roasting. 

The system is actuated by a suitable temperature- 
control instrument—or manually by pushbutton con- 
trol. (If specified, any stage of the roasting cycle can 
be controlled manually instead of automatically—to 
satisfy individual packers’ preferences.) 


NOTE: Although the automatic feature is an integral 
part of Burns Full-Automatic Roaster design, it also 
may be adapted to and installed on Thermalo roasters 
already in service—thereby converting them to full- 
automatic operation. 


Our representatives will be glad to 
discuss this whole full - automatic 
roaster subject with you. Or, write 
us direct. 


FULL-AUTOMATIC 


Bryn s s Sons, Ive. 


llth AVENUE AT 43ra STBEET 


APRIL, 1951 


NEW YORK 18, N. Y¥. 
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YB ... you’ ve got to show her how 


I. It’s not enough just to show a much better it will press! 


woman a new steam iron... 








3. It’s not enough just to tell 4. ... You’ ve got to tell them what 
women your coffee is “vacuum vacuum packing means to them! 
packed”’... 


Tell your prospective customers that fee’s flavor from enemy air by pack- 
vacuum packing coffee in cans is ing it under vacuum, in cans by 
the sure way ef retaining its fresh Canco! Use it as a big plus in your 
flavor! advertising —-tell your customers 

For flavor is your coffee’s most the whole story behind the words 


precious quality. Protect your cof- ‘vacuum packed in cans”! AMERICAN 
C0. 





Keep your flavor! Keep your customers / 
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By the 


AMERICAN COFFEE CORPORATION 











is preferred --because of its 


@ True Characteristics of Mild Coffee 
@ Cultivation in High Altitudes 
@ Preparation by Best Known Methods 


Plus: Expert Care in Final Removal of Defects 








DEPARTMENT OF AGRICULTURE PORT AU PRINCE, HAITI 
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USE 
MORE 
SANTOS 


Exporter P.O. Box Cable 


ANDRADE FERNANDES & Cia. Ltda. 552 - Camafer 


Comercial ANTONIO PEREZ S. A. 1185 - Canpesa 
Comissarios e Exportadores BARROS S/A 1047 - Araqua 


Com. e Exp. COELHO-JUNQUEIRA, S. A. 92 - Junco 


COMPANHIA PAULISTA de Exportacao 704 - Copau!ex 
Companhia FINANCIADORA Com. e Exp. 887 - Financial 
Exportadora JUNQUEIRA MEIRELLES, S. A. 444 - Bracale 


LEITE BARREIROS S. A. Com. e Exp. 387 - Chavantes 


Companhia LINENSE de Exportacao 307 - Linense 


MILLON, BARRIONUEVO S. A.- Com.e Exp. 1035 - Milbar 


Casa Exportadora NAUMANN, GEPP, S. A. 22 - Orectic 


NIOAC & Cia. Ltda. 186 - Monica 


Santos Quality 


has built 


Santos 


Volume 


Cia. Agricola PAES DE BARROS 814 - Capaba 


A. M. PARREIRA & Cia. Ltda. 793 - Ampar 


Companhia PRADO CHAVES Exportadora 86 - Pracha 


PRUDENTE FERREIRA, Com. e Agric. S. A. 639 - Prufer 


S. A. REBELLO, ALVES, Com. e Exp. de Cafe 605 - Rebello 


RIBEIRO, CARVALHO & Cia. Ltda. 225 - Rica 


ROSATO S. A., Com. e Exp. 200 - Astro 


ROSATO, RATTO & Cia. Ltda. 530 - Arauto 


Exportadora SANTOS-PARANAGUA Ltda. 1137 - Sanpara 


SILVEIRA, FREIRE & Cia. Ltda. 352 - Silver 


Sociedade SUL AMERICANA Exportadora Ltda. 760 - Sulamex 


TOLEDO ARRUDA - Com. e Exp. S. A. 1.142 - Toarruda 


VIDIGAL PRADO, Com. e Exp. S. A. 453 - Vidigal 








APRIL, 1951 





y I theres two of y, 
HE ’ in this races” od 


Wale 
Co’ 


| 














STEEPOLATOR COFFEE BAGS’ 
SENSATIONAL SALES ARE RACING 
AHEAD OF OUR PRESENT 


Cf re PRODUCTION FACILITIES 


, re heard of “unprecedented demand'’ — and probably feel 
it's an over-worked claim. But how else can we describe how Steepo- 
lator-packed coffee — the wonderful ‘‘coffee-in-bags" idea — has 
caught fire? Consumers try it, rave about it, re-order it . . . dealers 
say it is the greatest coffee selling idea yet . . . roasters and their 
wholesalers can't keep Steepolator Coffee Bags in stock. 

With such demand you can guess what has happened: we've out- 
stripped our production facilities in spite of working day and night. 
So, until the new production machinery which we are now manu- 
facturing is ready, we regret that we cannot pack Steepolator Coffee 
Bags under new brand names. (Those brands now packing in Steepo- 
lator Coffee Bags will continue to get their supplies, of course.) 

Please be patient — the additional millions of Steepolator Coffee 
Bags you have been asking for will be on the way soon! 


WE CAN'T HOLD BACK THE NATIONAL PUBLICITY 


on Steepolataz: COFFEE BAGS 


Folks everywhere are talking about quick con- Coffee Bags eliminate wasteful measuring, messy 
venient Steepolator Coffee Bags — the wonderful grounds, dirty pots — yet maintain the real pot- 
new coffee-in-bags idea. Not a concentrate or 
soluble, they contain only 100% pure ground cof- 
fee in bags you use like tea bags. Steepolator regular coffee brewing methods. 





brewed flavor, aroma and full-bodied goodness of 











Write for infermation on how your coffee can be ground and packaged under your 
brand name in Steepolator Coffee Bags. 


MOD ERY GOFLLLSLS6S ne. 


123 NEWBURY STREET BOSTON 16, MASSACHUSETTS 
COFFEE AND TEA INDUSTRIES 





YOURS for the asking 


The booklets listed below contain spectal- 
ized, detailed information on various sub- 
jects. This literature is yours for the 
asking. Merely fill out the coupon and mail. 


8 —coLomBian COFFEE MAP AND 
BOOKLET 

Wall Map showing coffee districts, num- 
ber of trees, highways, railways, cableways, 
and various statistical information (Ask for 
14-A). Revised pocket-size booklet ‘The 
Land of Coffee” including a section on 
“The How and Why of a Good Cup of 
Coffee.” Available from the National Fed- 
eration of Coffee Growers of Colombia, 
120 Wall St.. New York. 


9_. AVOR SELECTOR 

A handy Flavor Selector and Cost Cal- 
culator for the use of flavoring manufac- 
turers. Also Catalog and Price List cover- 
ing the complete range of essential oils, 
concentrates and flavor materials. Fritzsche 
Bros., Inc., 76 Ninth Ave., New York 11. 


10—recionat ROASTING PLANT 

“The Case for the Regional Roasting 
Plant” is the title of a new four-page, 
two-color folder issued by Jabez Burns & 
Sons, Inc., 11th Avenue at 43rd Street, 
New York 18, N. Y. The folder dis- 
cusses the advantages of plant decentrali- 
zation in the coffee field and describes the 
various types of regional roasting plants 
which can be set up to meet different 
needs—from the one-man-operated plant 
to the three-unit roaster battery plant. 


1 ]—seauine texrs0ok 

This little textbook on the sealing of cor- 
rugated and solid fiber containers has four 
chapters: 1. Adhesives—Hand Sealing and 
Automatic Sealing; 2. Gummed Paper Tape; 
3. Metal Stitches and Staples; 4. Metal 
Straps or Wire. The 36-page book is avail- 
able free from the Robert Gair Co., Inc., 
155 East 44th Street, New York 17, N. Y. 


12—r111n6 AND ‘PACKAGING MACHINERY 

For Silex ground and for pulverized 
coffee, also for whole bean and steel cut 
coffee. Filling machines, carton filling and 
sealing machines, bag and envelope fillers 
and sealers, Cellophane and pliofilm pack- 
aging machines. Special bulletins for each 
type of equipment. Stokes and Smith Co., 
Department S, Frankford, Philadelphia 24, 
Pa. 


13—corree, TEA, TEA BALLS 
PACKAGING SERVICE 
Complete set of samples of stock tea, tea 
balls and coffee cartons sent on request. 
Label samples also available. Specialists in 
Tea and Coffee Packaging. Rossotti Litho- 
graphing Co., Inc., North Bergen, N. J. 


14—nestavurant COFFEE SERVICE 

Illustrated, 46-page catalog gives com- 
plete specifications and prices on coffee 
makers of all types for use in hotels and 
restaurants. Parts and accessories also ful- 
ly covered. Sieling Urn Bag Co., 927 W. 
Huron St., Chicago 22, III. 


SPICE MIIL PUBLISHING CO. 
106 Water St., New York 5, N. Y. 
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Two-pronged promotion London auctions reopen 
Housewife, retailer program 1,000,000 pounds of tea 
helped establish this brand on block in first sale 

India weighs tea impact 
At its new plant, Jos. Martin- Indonesian tea output grows 
son has cracked a bottleneck Measure your package 

New cup brew coffee bag How does your package 
From Denver comes this report rate advertisingwise? 
of market testing of new bag Weigh defense impact 

Restaurant coffee prices Packaging Exposition 
How do they stand now, under checks supply problem 
the price “freeze” of GCPR? Ask fair alcohol tax 

The aroma of coffée Flavor men put plea 
Part 3 of a comprehensive before House committee 
survey of research knowledge What to know about cassias 

Dr. Landes turns to a 


+4 “ ” 
Viey eve key Far Eastern spice 


How Brazil won its battle 
against the coffee borer 
Sarmanho cites progress 
A guide to premium planning 
Margin price controls on food Out of the grinder .... 
Here’s how wholesalers, Crops and countries .... 
retailers are affected 
How many coffee trees in Brazil? Ship sailings 
Brands standings surveyed Shipping notes 
The new Lipton plant Coffee 1 
Here’s the inside story of the Editorial 
methods at the Galveston plant capteenas : 
Triple tie-in Tea leaves—Lewis 
Lemons and ice join tea Packettes 
in huge summer promotion News from key cities 
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Two-pronged program launches brand 


Housewife, retailer promotions build Crest demand in New Orleans 


By W. McKENNON, New Orleans Representative 
Coffee and Tea Industries 


In New Orleans, a new brand of coffee faces tough com- 
petition. People here demand—and get—varied blends. 
Far more than in other markets, therefore, the problem of 
determining the blend of a new brand is vital, even de- 
cisive. 

That’s why Ervin Aden and E. H. Searles, of the Crest 
Co., Inc., decided they'd better check carefully before pin- 
ning down the blend of the coffee they were planning to 
launch under the brand name, Carnival. 

The name was, of course, a natural in this Mardi Gras- 
minded town. Carnival and Mardi Gras are synonomous. 

In working out the blend, Mr. Aden and Mr. Searles de- 
cided to turn to the ultimate judge—the housewife. It 
would have been easier to decide on a coffee to suit them- 
selves, but instead they made up several kinds of roasts and 
blends and spent a number of weeks sampling them among 
the housewives of the city. 

They came up with this conclusion: that the majority of 
housewives preferred a dark roast with chicory. Crest Cof- 
fee and chicory was tailored accordingly. 

With the roast and the blend determined, a sales promo- 
tion plan was developed which put double emphasis on 
premiums. They were used not only for the housewife but 
also for the grocer. 

Carnival Coffee and Chicory is packed in three-psund 
Inside each of these pails the customer finds a blue 
willow-were cup and saucer. The coffee is also sold in one- 
pound tins, but the premium still applies. Four labels from 
the one-pound tin can be redeemed for a cup and saucer. 

Premiums such as these have been used before, of course, 
and have proved popular. Crest executives felt the added 
incentive would help keep their coffee prominently in the 
minds of their customers, and in addition help attract new 
buyers. 

A big problem was getting the retail merchant interested 
in the product, enough for him to introduce it to his 
customers. To accomplish this, a pound of Carnival Coffee 
and Chicory was offered free to the grccer for his own use. 
The following week, in sufficient time for the grocer to 
have tried the coffee and been convinced of its quality, the 
Crest representative called on him for an initial order. 

The retail merchant was informed that with every 12 
pounds of Crest Coffee and Chicory he sold, he would be- 
come entitled to a premium. 

When a grocer's sales consistently exceeded the 12-pound 
premium bracket, a yearly contract was suggested, carrying 
with it a valuable and useful gift. In many instances, these 
prizes were nationally advertised wrist watches. 

Since June, 1950, when the new brand was launched, a 
gratifying backlog of such yearly contracts has been signed 
by retail merchants in the New Orleans area. 

The premium offer to the housewife was bolstered by an 
effective point-of-sale piece—a store sign which dramatized 


pails. 


10 


both the product itself and the cup and saucer. The store 
sign had cutouts for a three-pound pail with a cup and 
saucer sittting on top. 

Little difficulty was experienced in getting this display on- 
to grocers’ counters, and keeping them there, since it was to 
their own interest to sell the housewife on the Carnival 
brand. 

Crest is carrying its prcmotion efforts beyond the grocer 





-A GENUINE IMPORTED 


BLUE WILLOWARE CuP & SAUCER 


AS A GIFT TO USERS OF 


3-1b. CARNIVAL Corres & Caicory 


PACKED IN EACH 31d CAN 





Crest's premium of- 
fer was backed by 
this effective point- 
of-sales piece — a 
store sign with cut- 
outs both for the 
coffee container and 
the cup-and-saucer 
premium. 








directly to the housewife. The company has a house-to- 
house plan calling for the brewing of Carnival Coffee and 
Chicory right in the home, as a demonstration of its quality. 
During the demonstration, the cup-and-saucer premium is 
also highlighted. 

To initiate sales in a self-service store, Crest arranges for 
demonstrations right in the store. 

The yearly contract idea, which gives the grocer a highly 
desirable premium, is so successful that Crest plans to con- 
tinue it. The company is also considering additional pre- 
miums for the housewife. 

This well-knit program—creating a product to suit the 
consumer, promoting it to the consumer and promoting it to 
the grocer—has worked for Crest. Its new coffee brand is 
well under way. 


Duncan gives orchids to promote Maryland Club Coffee 

To boost sales of Maryland Club Coffee, the Duncan 
Coffee Co. has given orchids to purchasers of the brand 
in retail stores. 

For one promotion along these lines in Dallas, Texas, 
scheduled for a Saturday, 45,000 orchids were ordered by 
Dungan. 
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“sequence” roasting 


By JOSEPH B. MARTINSON, Jr., President 


Jos. Martinson @ Co., Inc. 


Joseph B. Martinson, Jr., (left) president, and Jerome B. 
Neuman, executive vice president of Jos. Martinson & Co., 
Inc., in the warehouse section of the firm's new plant. 


I will try to summarize here the trials and triumphs of 
installing ourselves in a new plant, after many decades of 
Water Street in New York City. 

The need for larger quarters became apparent during the 
war years, when sales of Martinson’s Coffee more than 
tripled. And we kept our gains in the postwar period. Our 
small plant began to groan under the stress of operating at 
full capacity. 

Though real estate agents throughout the New York 
metropolitan area were consulted, we were not quite sure 
what would be the ideal location or physical construction of 
the new plant. According to the nature of our distribution, 
Icwer Manhattan, with its equal proximity to docks and tun- 
nels, seemed perfect. But bare lots on which we could start 
from scratch come high on this little island. 

As for physical construction, height seemed desirable, since 
gravity is always an economical ally in manufacturing. Also, 
we figured that anything beyond 60,000 square feet, with 
ample, separate loading and unloading areas, would be par- 
adise after the cramped quarters on Water Street. 

In the summer of 1950, we learned of the availability of 
a plant at 190 Franklin Street, at the corner of Greenwich 
Street. This eight-story building, which had three elevators, 


The roasting floor in the new Jos. Martinson plant. The six Thermalo 
roasters are equipped with smoke eliminators, the first in commercial 
coffee use. The controls at the left regulate the flow of green coffee 
from individual storage hoppers into green coffee scale hoppers on 
the floor below. Note the scale register behind the controls. 
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seemed tailor-made for our purposes. Constructed in 1905 
for a long-established coffee and spice house, the building 
was modern and, perhaps, even more soundly put together 
than we could have afforded to build. The engineers of the 
old reliable Jabez Burns & Sons, Inc., assured us that we 
could find no better plant for our purposes within the five 
boroughs of Greater New York. 

The Jabez Burns engineers dispelled, also, our fear that 
the coffee industry, because of complaints of smoke nuisance, 
might have to move eventually from the city. They said 
they were prepared to install, for the first time commercially, 
the smoke eliminators which they had been developing for 
many years. 

We bought the plant. But because of our unique method 
of roasting and blending Martinson’s Coffee, we decided to 
rep!an the interior from scratch, even though the building 
had been used as a coffee roasting plant for nearly half a 
century. 

Of the equipment at the Water Street location, we dis- 
posed of the Jubilee roasters and decided to move only two 
rccently installed Thermalo roasters. We also ordered four 
more of the Thermalo roasters. We then worked out a plan, 


(Continued on page 42) 


Three 4,500-pound mixers on the seventh floor of the new plant. The 
hoppers attached to the ceiling connect with the cooling cars on the 
roasting floor. As the coffee comes out of the coolers, it is cleaned 
for the third and last time and bucket elevators assign it to the 
coffee storage hoppers from which proper quantities are weighed out 
in the assembling of the blend. In these two pictures is the answer 
ae by Jos. Martinson to solve the “sequence” roasting bot- 
tleneck. 
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We're telling your public 


That’s been the Pan-American Coffee 
Bureau’s theme song all the way along. 
STRIKING, FULL-COLOR ads drive home 
this important message every single 
month. 

EDWIN C. HILL, top-flight radio 
commentator, hammers away at the 
same idea 3 times a week. 

And both campaigns pointedly remind 


millions of coffee-loving Americans that 
no other beverage offers so much THE MORE WE MAKE PEOPLE APPRECIATE COFFEE, 
satisfaction for so little money. THE MORE WE HELP YOU BUILD YOUR MARKET. 


? 
@ 


LOOK FOR US in Life, The Saturday Evening Post, 
This Week, American Weekly, Parade and other 
important Sunday supplements. 


TUNE IN on the “Human Side of the News” — presented 
by Edwin C. Hill—every Monday, Wednesday and 
Friday over 97 ABC stations. 


PAN-AMERICAN COFFEE BUREAU— 120 Wall Street, New York 5, N. Y. 
Brazil * Colombia * CostaRico * Cuba * Dominican Republic * El Salvad * G lo © Hond * Mexico * Venezuela 
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Floyd Pool, president of the Spray Coffee and Spice Co., Denver, 
watches while his son, Dick, in charge of the firm's blending and test- 
ing, gives cup-brewed coffee his final approval. 


Featuring a circus motif, Spray's dispenser cartons emphasize coffee 
in individual bags. The sealed plastic envelope at the left contains 
12 cup brew coffee bags which retail for 39 cents. 


Market new cup brew coffee bag 


From the Rocky Mountain region come reports that coffee 
bags are being proven both practical and popular. 

Recent testing in the Denver market area by the Cup Brew 
Coffee Bag Co., Denver, through one of the local roasters, 
the Spray Coffee and Spice Co., has shown promising signs 
of good sales potential for individual coffee bags. 

Packers have been experimenting for years with the idea 
of individual coffee bags, but various difficulties always pre- 
sented themselves. Heretofore, a bag material porous 
enough to freely circulate the water was too porous to proper- 
ly contain the coffee grounds. Also, most materials were 
found to introduce a foreign taste that was immediately de- 
tected by professional coffee tasters. 


Cellulose fibers 


Cellulose fibers, as used in food industries, provided the 
solution to the coffee bag problem, declares the Cup Brew 
Coffee Bag Co. Because it is an inert substance, cellulose 
fiber neither picks up nor gives off any foreign flavor. It 
has already been used for filtration of beer, drugs, and 
cheese. Therefore, its record of satisfactory use with foods 
needs no further establishment. An important feature of 
this material is the ease with which it can be used for packing 
coffee with already existing packaging machinery. 

Patent rights for the use of this material for coffee packag- 
ing are controlled by the Cup Brew Coffee Bag Co. Now, 
for the first’ time, plans are well under way for the national 
marketing of coffee in these individual cellulose fiber bags. 

Extensive testing and market research have already been 
done in the Denver market to determine the extent of public 
acceptance of this new type of coffee packaging. Indications 
are that this coffee bag is a ‘‘sales natural,” the Cup Brew 
Coffee Bag Co. reports. 

“Consider for a moment the many possibilities of this new 
development,” the firm suggests. “Coffee is the great Amer- 
ican compromise. Like the ‘pease porridge’ of nursery rhyme 
fame, some like it hot, some like it cold. And, to the dis- 
tress of roasters, chefs and housewives, some even like it 
‘in the pot, nine days old.’ To be more specific, coffee 
drinkers represent practically every conceivable taste combin- 
ation. For years, leading hotels and restaurants have been 
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trying to provide a coffee that would meet the wide range 
of taste requirements. Now, they will be able to offer a 
choice of a full bodied, winey blend, or—for the ladies—a 
light and delicate blend, etc. 

“From the housewife’s standpoint, consider the advantage 
of eliminating guesswork on the amount of coffee to pre- 
pare and the complete simplicity of making one cup, or many 
cups, with ease and perfection to suit any taste preference. 

“What a convenience for bachelors, hunters, campers, 
picnickers. For that matter—what a convenience for every- 


one: No po: to wash, no messy grounds to dispose of!” 


Of course, all these conveniences wouldn't appeal to any- 
one if coffee flavor had to be sacrificed, the Cup Brew Coffee 
Bag Co. declares. The vast majority of coffee made in Ameri- 
ca today, says the company, suffers boiling and “long hold- 
ing” at high temperatures, which drive off the very aromas 
and delicate flavors that roasters attempt to incorporate in 
their coffee by expert blending and roasting. Individual bags, 
the firm points out, provide no occasion for such abuse. The 
bag is placed in the cup and covered with boiling water. 
The bag is then pressed a few times with a spoon and the 
brewing is completed in about two minutes. All of the 
flavor and aroma are retained in the cup—not boiled out, 
the company insists, adding that coffee makers are very often 
cleaned improperly after being used and that therefore many 
of them are usually rancid. 

Survey series 

A survey series consisting of 871 ‘‘in store’ demonstration 
interviews, followed by ‘in the home’’ re-interviews of two 
random samples of 85 and 90 persons was made by Paul R. 
Merry, Research associate at the Denver University Bureau 
of Business and Social Research. 

It was recognized that “in store” interviews tend to pro- 
duce unrealistically favorable reactions, in this case 83 per 
cent having rated the samples ‘as good as”’ or “better than” 
coffee served in the home. The interviews made after an 
Opportunity was given to the respondents to use the product 
in the home show that 75 per cent of the people so inter- 
viewed think coffee in Cup Brew Bags is “good” to “‘excel- 

(Continued on page 65) 
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Restaurant coffee 


and price “freeze” 


By W. F. WILLIAMSON, Executive Vice President 


(With the imposition of the general price freeze, an 
already difficult situation in restaurant coffee was made more 
complicated. This article, an attempt to clarify the situation, 
is directed at the restaurant operator. It appeared in the 
News Bulletin of the National Restaurant Association.—Ed.) 


The imposition of the general price freezing regulation 
will highlight a situation that many restaurant men have 
found difficult to recognize. That is, that coffee companies 
catering to the restaurant trade have, by and large, been 
passing along to their customers every possible saving 
arising from advance purchases. 

In a market which has seen a steady rise for over a yeat, 
the vast bulk of the coffee has been passed along to the 
institutional trade on an actual cost, and not on a replace- 
ment, basis. 

Whether this was sound business for the coffee industry 
or not is debatable, but it did undoubtedly help the restau- 
rant trade very considerably in a very difficult pricing period. 

The resulting situation as of today, however, is an ex; 
tremely difficult one. The price freeze order and the sub- 
sequent amendment fixing specific prices on the principal 
grades of green coffee resulted in the price being established 
not only at the highest point in a base period but at the 
highest point in coffee history. The resulting situation is 
serious in the grocery branch of the coffee industry, but 
vastly more so in the restaurant field, which has lagged so 
much farther behind replacement. 

For this reason it is to be expected that many restaurant 
coffee suppliers will have to appeal to Washington for in- 
dividual relief and the customers of those houses will have 
to expect some further increase in their cost. We know 
this will not be welome news to restaurant operators, but 
it is inevitable under the circumstanecs. 

Amount of increase 

The amount of such increases will depend necessarily 
on the action of the green coffee market. It it no secret that 
the government hopes producers wili be willing to sell at 
some price under the ceiling. This may be wishful thinking, 
-ut it is based on a realistic view of the possibilities. 

Coffee crop estimates at the moment are quite good and a 
considerable section of the coffee trade had expected some 
easing of the market during the course of the year. Set 
against this is the very human tendency of any seller to 
regard a ceiling as a floor and the inevitable resistance to 
reductions which must result. It is well to keep in mind, 
however, that no reduction now conceivable will be suf- 
ficient to bail out many restaurant supply coffee operators. 
The question is not, therefore, whether or not some ad- 
justments upward will have to be made during the course 
of the year, but how much those will amount to. 

There is one good factor in the situation, and ‘+hat is 
that with this final adjustment coffee prices may be sta- 
bilized for a considerable period of time to come. 

As the situation stabilizes itself, both the restaurant and 
the coffee industry can turn their attention to the more 
profitable enterprise of selling more coffee by selling better 
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coffee. It is the experience of coffee manufacturers with 
thousands of customers in the restaurant field that the more 
successful and progressive restaurants are already thinking 
in this direction. 

Experiments with short cuts and the taking of liberties 
with quality have almost uniformly resulted in a bad con- 
sumer reaction. Such experiments can now be abandoned 
profitably. The price freeze will stabilize roasted coffee at a 
price which will allow a profit for service, and after ad- 
justments mentioned above are made, it is very probable 
that any further price moves will be on the downside. 


How much do restaurants 


charge for coffee? Here's 


the Minnesota picture 


Mark Ocken, executive vice president of the Minnesota 
Restaurant Association, recently questionnaired his mem- 
bers on the ever-simmering question of coffee prices, re- 
ports Restaurant Management. Here is a representative 
restaurant state, with high-priced places in Minneapolis, 
St. Paul and other good sized cities, but with many moder- 
ately priced places scattered over the rural areas. 

In Minneapolis it was found that 38.7 per cent of those 
who responded still are serving coffee for a nickel, while 
48.5 per cent charge a dime. The other 12.8 per cent 
charge six, sevén or eight cents. 

Throughout the balance of the state (excluding St. 
Paul), 52 v per cent get a nickel, 39 per cent a dime, and 
8.3 per cent get six or seven cents. In St. Paul a surpris- 
ingly high percentage—20.7 per cent charge seven cents. 

Mr. Ocken’s figures for the number of cups sold at 
different prices also are interesting. For the state as a 
whole the daily estimates are as follows for those who 
responded: 

Per Cent of Total 
Number 
31 


Number of Cups 
23,060 
7,650 10.5 
12,344 17 
300 ee 
30,125 4l 


Price 
5 cents 
6 cents 
7 cents 
8 cents 
10 cents 


McGarvey fells grocers about "continuous promotion" 
“Continuous promotion” is being emphasized by the Mc- 
Garvey Coffee Co., Inc., Minneapolis, in advertising on 
Flame Room Coffee appearing in grocer publications. 
Flame Room Coffee advertising on these programs is 
cited: Clellan Card, ‘Sidewalk Interviews”; ABC news, 
“Baukhage Talking’; Jack McElroy, “Welcome to Holly- 
wood”; Jim Boyson, “Carnival of Foods’; Perry Martin, 
‘Perry Martin Sings’; and Dave Moore, ‘Honor Roll of 
Hits”’. 
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The aroma 


of coffee 


Part 3 of a comprehensive survey 


of knowledge on the subject 


By R. W. MONCRIEFF, B.Sc., F.R.I.C. 


It is strange that the chemical class of compounds—the 
mercaptans—which includes some of the most obnoxious 
odorants known to man, should include also the essential 
flavoring constituent of coffee. Giral and Fernandez!* con- 
firmed that the roasted coffee odor is due to furfuryl mer- 
captan and they synthesized this compound from furfural 
through the following stages: 


CH—CH CH—CH CH—CH 
2 || KOH | H| + || II 
CH CCHO ~ CH C.CH,OH CH C.COOK 
“Fs \/ yf 
O O O 
Furfural Furfuryl alcohol Furoic acid 
(This is a typical Cannizzaro reaction). 
CH—CH 
Acetic Il || 
> CH CCH,OCOCH, 
anhydride ay 4 
O 


fT 
| I 


Furfuryl 
acetate 


Furfuryl 
alcohol 
KSH 
CH—CH CH—CH 
| i] ef I 
CH CCH,SH 
\/ 
Oo 


Furfuryl 


ner captan 


+CH,COOK 
CH CCH,OCOCH, 
\ wh 
O 


Furfuryl 
acetate 


Furfuryl mercaptan was obtained in an overall yield of 
35 per cent. When it was considerably diluted, either with 
water or with glycerol, it possessed a powerful aroma of 
coffee. The phenomenon of odor and flavor changing with 
dilution is of fairly common occurence; one is reminded of 
civet, which is disgustingly faecal when concentrated, but is 
sweet when diluted. 

The property of developing a pleasant aroma in dilution 
is not, however, common to all mercaptans. For example, 
odors similar to rotting cabbage®® have been attributed to 


APRIL, 1951 


traces of mercaptans, and traces of mercaptans have been 
used as warning agents in natural fuel gas.*! 

Ongaro*? also noted that 2-furyl mercaptan had in dilution 
an odor very close to that of coffee, although in higher con- 
centrations it had the usual mercaptan odor. 

The original method of first making the disulphide and 
then reducing it to give the mercaptan was further developed 
by Staudinger and Reichstein.** These chemists, who were 
responsible for the work described in B.P. 286152,'* 
described in a Canadian patent how furfural could be con- 
verted by treatment with ammonium hydrosulphide into bis 
(furfuryl methyl) disulphide and reduced to furfuryl mer- 
captan. 

According to Staudinger and Reichstein,** a natural coffee 
aroma may be made by mixing fugitive mercaptans and sul- 
phides, and reacting them with oxygen- and nitrogen-con- 
taining bodies of the type found in natural coffee. It has, 
too, been claimed?* that the colorless oil which is obtained 
by reacting furfuryl-2-mercaptan with diacetyl has a coffee- 
like odor. 

Later, Gilman and Hewlett?* prepared furfuryl mercaptan 
by reacting furfural with sodium hydrosulphide to give the 
disulphide, reducing this compound with zinc and acid as 
follows: 

CH—CH NaSH CH—CH 
2 il > 

CH C.CHO 

\/ 


CH—CH 
oe oy 
CH C.CH,-S.S.CH,C CH 


NZ 


O 


8 
+ Acid CH C.CH,SH 
O 

Furfuryl mercaptan 

They reported that it had “an extremely disagreeable 
odor.” 2 

An example of a synthetic coffee oil has already been 
quoted from B.P. 260960.'* Dyson’? later suggested the 
following recipe for making a product suitable for the flavor- 
ing of coffee creams: ethylmethylacetaldehyde, 4 parts; 2-3 

(Continued on page 72) 
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Victory over the coffee “broca’ 


’ 


By E. J. Newcomer 


(Author E. ]. Newcomer knows about insect pests. He 
is an entomologist connected with the United States Depart- 
ment of Agriculture's Bureau of Entomology and Plant 
Quarantine. This article is from “Brazil’, issued by The 
American Brazilian Association —Ed.) 


Legend has it that a governor's lady in Guiana gave a 
bouquet to a Brazilian officer at a dinner party. Concealed 
in the bouquet were sprigs of coffee with ripe berries on 
them. At that time, more than 200 years ago, the people of 
Guiana were trying to keep a monopoly of raising coffee. 
But this spoiled their scheme, because the Brazilian officer 
took the berries back to Brazil with him and found they 
grew well there. 

Coffee originally grew only in Africa, but it has found 
congenial conditions in many parts of the tropical and sub- 
tropical world. In southeast Brazil, and especially in the 
State of Sao Paulo, the climate and the wonderful soil, the 
“terra roxa’’, were just what coffee needed. Its culture 
increased rapidly there during the 19th and early 20th 
centuries, until it reached a peak of nearly three billion 
plants sprawled over six million acres. Brazil thus became 
the world’s most important producer of coffee. 

During nearly all that time, the coffee plant was singularly 
free of insect pests. But in 1913 another parcel of ripe 
coffee berries was brought into Brazil, this time being im- 
ported from the Belgian Congo by a man who was ex- 
perimenting with varieties of coffee. The berries were 
found to be infested with grubs, and the man was advised 
to destroy them. This was not done, unfortunately, and ap- 
parently from this infestation came the development of the 
only major coffee pest in Brazil. 


What the coffee borer is 


This pest is the “broca do cafe’, or coffee borer. It is a 
small beetle which burrows into the berries when they are 
green, feeding within them and partially destroying the 
coffee beans. It has been troublesome in Brazil for 25 years. 
Before World War II, labor was plentiful and cheap, and 
control of the borers was attained by making a thorough 
clean-up, or ‘repasse,” of the berries remaining on the plants 
or on the ground after harvest. These were destroyed, and 
since the borer could survive the winter only in berries left 
in the plantation, this method was successful. 

Since the war, labor has become scarcer and wages have 
increased several fold, and the “repasse”’ is no longer 
practicable. Luckily, during and immediately after the war, 
there was a rapid development of organic insecticides. DDT 
is the best known of these, but there are many others. 
Brazilian entomologists were quick to realize the possibility 
of controlling the coffee borer economically by using one of 
these materials. 

As a result of research work done at the Biological In- 
stitute of Sio Paulo and at the Ministry of Agriculture in 
Rio. it was found that benzene hexachloride (BHC) was the 
most effective material available. If the plants were dusted 
twice at the proper times, using no more than 35 pounds of 
a one per cent dust to the acre each time, excellent control 
resulted. 
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Larvae of the coffee borer in an immature berry. Picture 


courtesy the Biological Institute, Sao Paulo. 


When it was found in the fall of 1947 that BHC would 
control the borer, not much time remained before that 
season's treatment would have to be made, for the borers 
‘attack the new berries from late October until February. A 
conference was held in Rio in November which recommended 
a government appropriation for carrying out the control 
measures, and soon afterwards the Brazilian Government 
appropriated 40 million cruzeiros (two million dollars). 

An organization was set up, known as the Comiséo de 
Combate a Bréca do Café (Commission for Combatting the 
Coffee Borer). Inspectors and advisers were sent into the 


infested districts to determine which plantations needed 
treatment, and to advise the owners what to do, how to do 


it and when to do it. Dusting machines and BHC were 
bought in the United States and sold at cost to the plantation 
owners. 

There had arisen the question of how to dust millions of 
coffee plants in a short time. Not all areas were infested, 
but several hundred thousand acres would have to be treated. 
Again the Brazilians were not slow to adopt modern methods, 
and being air-minded, they turned to the airplane and the 
helicopter. Many plantations had to be dusted from the 
ground with power dusters or hand machines, as ‘some 
coffee is raised on very rough and hilly land, but much of 
the dust was applied from the air. 


Dusting methods 


A man with a hand duster can dust about 500 plants a 
day. A power machine can dust from 400 to 18,000 plants a 
day; a plane can dust 40,000; and a helicopter 150,000. 
The helicopter outstrips the plane because it can land in 
any open space for reloading, while the plane has to fly 
back to its landing field each time. Thousands of hand 
dusters, and hundreds of power dusters were used, but most 
of the acreage was dusted by the 28 planes and four heli- 
copters pressed into service. Because dusting has to be done 
during the rainy season, when favorable weather’ and dry 
ground are at a premium, the job never would have been 
done if the Brazilians had not taken to the air. 

By working rapidly, some 30 million plants were dusted 
that first season. The following season the growers were 

(Continued on page 22) 
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Coffee progress 
cited by Sarmanho 


in national broadcast 


More progress has been made in Latin American countries 
in industrialization, education and general advancement in 
the last ten years than in a great many years prior to that 
time, according to Dr Walder 
Sarmanho, president of the 
Pan-American Coffee Bureau. 

Mr. Sarmanho’s statement 
was made in a_ network 
broadcast over the facilities 
of the American Broadcasting 
Co. 

Citing efforts to bring 
world demand, Mr. Sarmanho 
pointed to new plantings and 
research in Latin America. 

“In Brazil alone, we have 
planted 195 million new trees 
which will start producing in 
a few years,” he said. “More research is being done on 
coffee than ever before—research that is designed to help us 
grow more and better coffee.” | 

Stressing the fact that coffee is the backbone of Latin Amer- 
ican economy, with seven countries planning their economic 
life around the coffee bean and seven others listing coffee as 
a major economic item, Mr. Sarmanho said that coffee repre- 


PACB President Sarmanho 


sents more than half of all Latin American exports to the 
United States. 

“Last year, the value of coffee shipped to this country was 
in excess of a billion dollars,” he pointed out. “That bil- 
lion dollars permitted the Latin American countries to pur- 
chase in the United States the manufactured goods which they 
need. Things like industrial equipment, chemical products, 
agricultural implements, tractors and the like.” 


Leslie King joins Detroit coffee firm 


Leslie W. King, former airlines executive in Detroit, has 
returned to that city to join King Coffee, Inc., where he will 
handle sales promotion. The firm is headed by his brother, 
John E. King, Jr. 

Since 1948, Leslie King has served as vice president and 
a director of Ross Coles & Co., a Chicago premium firm, He 
will retain his connection with the latter firm and will es- 
tablish a Detroit branch for it. 

He formerly was connected with the Thompson Aero- 
nautical Corp., and after it was purchased by American Air- 
lines became a regional vice president of the latter. 

King Coffee, Inc., is said to be Michigan's largest dis- 
tributor of coffee and other products to restaurants. 


Acts to assist coffee growers 


The secretary of agriculture of the Dominican Republic 
took over from the Commission for the Defense of Coffee 
and Cacao in November, 1950, the responsibility for the 
promotion of coffee production, and he immediately em- 
barked on a program to encourage and assist coffee growers 
through the facilities of his department. 
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Marketing 


merchandising . . 





advertising . . . + promotion 


IGA out to top 1950 
peak with new record 


in retail coffee sales 


IGA retailers continue to make new sales records for 
IGA coffees, with present figures indicating that 1951 will 
be the best year for sales of this product, surpassing even 
the 1950 peak, when all records were broken. 

Citing territories which have been exceeding their 
quotas on the group’s three coffees—Sunny Morn, Royal 
Guest and Deluxe Vacuum—the IGA Merchandiser says 
these stores put to work this formula for modern mer- 
chandising of IGA brand coffees: 

1—Order coffee every week. 

2—Turn over every two weeks. 

3—Never stock over three weeks. 

4—Display it in mass. 

5—Custom-grind it at moment of purchase. 

6—Sell old stock first. 


More roasters take to television advertising 


Paxton & Gallagher, Omaha, packers of Butter-Nut 
Coffee, have begun sponsorship of ‘“Hawf’s Weather Re- 
port,” 10:15-10:20 p.m., Monday, Wednesday, Thursday 
and Friday over KSTP-TV, St. Paul. 

The Old Dutch Coffee Co., Inc., has purchased Tuesday 
and Friday participations in the Dione Lucas show on 
WJZ-TV for 13 weeks beginning Mar. 13, Peck Adver- 
tising, New York City, is the agency. 

The Eppens Smith Co., Inc., has renewed 13-weeks par- 
ticipation in Market Melodies Monday through Thurs- 
day on WJZ-TV for Holland House Coffee. The agency 
is St. Georges and Keyes, Inc., New York City. 


Ferry named advertising manager by Grand Union 

Franklyn S. Ferry, formerly assistant to the general sales 
manager of the route division of the Grand Union Co., has 
been appointed advertising manager for the company, it 
has been announced by Hugh J. Davern, vice president in 
charge of merchandising. 

In his new post Mr. Ferry succeeds Mary K. Brown, 
who has resigned. 

In the route division, Mr. Ferry was in complete charge 
of advertising and sales promotion for the company’s home 
delivery service, which operates in 36 states and the District 
of Columbia. 

During his ten years with Grand Union, Mr. Ferry also 
worked in the chain store division, and at one time was 
editor of “Progress”, the company’s employee magazine. 
Seeman stages huge poning paig 

Seeman Bros., Inc., in behalf of its White Rose Tea and 
Coffee, is launching what is believed to be the biggest 
couponing campaign ever staged in metropolitan New York, 
New Jersey, Connecticut and several counties in Pennsylvania. 

Over four and a half million coupons are being delivered 
to the postoffice to be mailed to every single householder or 
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apartment dweller in the territories mentioned whose name, 
address or apartment number could be ascertained. 

The coupon entitles the recipient to a free box of 16 White 
Rose Tea Balls when she takes it to her grocer and purchases 
one pound of White Rose Coffee. The coupons have a re- 
demption value to the grocer of 21 cents. 

The campaign is being backed by large space advertising 
in 21 newspapers which will appear during the week the 
coupons are being delivered. In addition, Seeman Bros.’ four 
separate radio programs will carry a message on the coupon 
campaign every day during the entire week. 

To supplement the consumer advertising, point of sales 
material is being delivered to grocery stores by Seeman Bros.’ 
large force of salesmen and detail men. 




















Cartoon style ads, like this one, are being used for Nash's Coffee. 


Frozen coffee, frozen orange juice, corn flakes In tie-in 


Snow Crop frozen coffee concentrates and frozen orange 
juice and Kellogg's Corn Flakes are paired in an eight- 
week campaign for a “Quick Easy Breakfast’. 

Sunday supplements, radio and television are being used. 


Heavy ad schedule slated for Nescafe 


The Nestle Co.'s 1951 advertising for Nescafe instant 
coffee will get into full swing with full-page and half-page 
color ads in an expanded list of 11 magazines. 

Heavy promotion also is planned on the local level via 
newspaper ads, spot radio in approximately 150 markets, 
and spot TV where available. 

Cecil & Presbrey is the agency. 


New General Foods distribution center 
in Kankakee, Ill., begins operations 


, 

General Foods’ new distribution center at Kankakee, 
Ill., serving a customer area of 1,200,000 square miles, be- 
gan operations recently. 

States to be served by the center include North and 
South Dakota, Minnesota, Wisconsin, Illinois, Nebraska, 
Iowa, Kansas, Missouri, Oklahoma, Arkansas, Tennessee, 
Mississippi, Louisiana, and Texas. 
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Victory over the coffee ‘‘broca™ 
(Continued from page 19) 
well prepared to do battle, and more than 150 million 
plants were treated. 

The importance of this method of controlling the borer 
to the coffee grower and to the American coffee drinker is 
very great. Dr, Carlos A, Seixas, of the Biological Institute, 
who spearheaded the campaign in the State of Sao Paulo, 
told me the borer did $12,000,000 damage to coffee there 
in 1946-47, and $19,000,000 damage in 1947-48. In 1948- 
49, when the control measures were first applied adequately, 
damage was only a half million dollars, and no injury to 
the 1949-50 crop was anticipated. 

When I visited several plantations in western Sio Paulo 
to observe the results of this campaign at first hand, I found 
growers enthusiastic about it. And why 
shouldn't they be? It was saving them millions. At the 
Fazenda Palmeiras, near Ourinhos, which produces two 
million pounds of coffee a year, I was told that 60 per cent 
of the 1946-47 crop was of poor grade, much of it injured 
by the borer. Dusting was done too late the next year to 
accomplish much, but in 1948-49 two treatments were made 
at the proper time, and only 12 per cent of the crop was of 
poor grade, almost none of it due to the borer. We were 
unable to find any borer in the 1949-50 crop, which was 
still on the plants when I was there in {March (1950). 

The success of this campaign is doubly important because 
consumption of coffee has been increasing faster than pro- 
duction, Saving coffee already growing is more logical and 
economical than planting more coffee, especially since not 
much good land for this purpose is left in Brazil. 

Now that the situation has settled down, and the urgency 
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is gone, the Brazilians have begun to produce BHC in a 
factory near Niteroi, and growers may purchase insecticides 
and dusters either from the Ministry of Agriculture or from 
commercial dealers. The large growers buy a concentrated 
dust and dilute it in mixing plants built on their fazendas. 
A few of them even have their own dusting planes, which 
go skimming over the tops of the plants at just the right 
times, spewing out the white dust that means death to the 
troublesome ‘‘broca.”’ 

Great credit is due the progressive entomologists, officials 
and coffee growers who developed and put into speedy 
practical use this modern method of pest control. This 
achievement is one of which the Brazilians may be proud. 
New frozen coffee concentrate 
is introduced by Leigh Foods 

A frozen concentrated coffee has been introduced by 
Leigh Foods, Inc., New York City, packers of the Flamingo 
line of frozen juices, it has been reported. 

The coffee, now being offered in the New York market, 
was developed with the cooperation of Rudd-Melikian, Inc., 
Philadelphia, producers of Kwik Kafe automatic coffee ven- 
dors. Flamingo Coffee was market tested in Philadelphia. 

The new coffee concentrate is the fourth product to be 
offered by the company. 

The firm, which started from scratch more than nine 
months ago, now distributes throughout the eastern seaboard 
and in Chicago and Los Angeles. Texas will probably be 
next on the list, it was indicated. 

To handle frozen coffee account 

The Schroeder Products Co., packer of frozen coffee, has 
appointed Bennett, Walther & Menadier, Boston and New 
York City, as its advertising agency. 
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Out of the Grinder 


This will come as no surprise to you 
Coffee tops all other warm drinks in 
popularity among the enlisted men of the 
new Army. Beverage preferences of U.S 
soldiers were determined by acceptability 
tests conducted under the direction of the 
Office of the Quartermaster General. In 
these tests several beverages were offered 
at hundreds of Army meals to determine 
which was selected most often. The re- 
cults determine what beverages are to be 
included — and how frequently —in_ the 
master menus of the Army What 
WILL surprise you, probably, is that cold 
milk, according to these tests, ts now the 
fazwrite mealtime beverage of the enlisted 
man 

* * * 

Maybe Wieboldt department stores, Chi 
cago, brought in crowds last month with 
their coffee stunt, but many coffee men 
feel it was hardly constructive, in a broad- 
er sense, to make a point today of 1883 
coffee prices Six Wieboldt depart- 
ment stores sold coffee for 19 cents a 
pound. Nobody was killed in the rush, 
but police had to be called to control the 
hedlam at ene store. The sale was part 
of a stunt to celebrate the founding of the 
first Wieboldt store in 1883. Fifteen 
thousand pounds of coffee was offered at 
19 cents, the price quoted in the com- 
pany’s first advertisement. The supply 
lasted less than two hours, officials esti- 
mated. 

* * * 

Add to the list of ideas on how to pre- 
serve coffee flavor and aroma—and a 
long list it ts—the method patented re- 
cently by John L. Kellog, Chicago. Mr 
Kellog does it, he claims, by coating the 
beans, while still warm from the roast, 
with a thin paste of raw egg yolks and 
whites beaten together The tempera- 
ture is high enough to expand the porus 
cellular structure of the coffee, he ex- 
plains in Patent No. 2539626, but not 
high enough to cook the albumin and 
other substances in the egg paste. The 
cag paste forms a thin sealing coat or en 
velope around the coffee bean, thereby 
preventing escape of flavor and aroma 
developed during the roasting process. 
The paste, being applied while the coffee 
is warm and expanded enters all surface 
openings. The coffee and the liquid coat 
are then dried until the moisture content 
is four per cent or below, so as to avoid 
development .. . When the treated coffee 
is used, the albumin and the yolk of the 
raw egg paste will dissolve in the liquid, 
it is pointed out, and provides a pleasing 
amber color, as well as modifying the 
strong coffee dgids and improving the 
flavor. 

* * * ’ 

You might prefer the suggestion ad- 
vanced by Charles V. Sparhawk, of Spar- 
hawk Laboratories, Sparkill, N. Y. Mr. 
Sparhawk has meditated on the “coffer 
coffee” theme and has come up with 
the proposal that roasters use a product 
he manufactures called Mosque, which 
is like animal musk in perfumes. Mr. 
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Sparhawk says Mosque increases the 
pungency of the coffee, adds permanency 
and gives it an aroma. But it does not 
change the taste of the coffee to a 
different flavor. It intensifies the flavor, 
gives it a “coffier coffee” aroma, he 
claims. 
6 @,.4% 

Route men, and other salesmen, might 
find potters helpful in building their 
volume in a new book, “Selling Sense 
for the Route Salesman”, published by 
Lloyd R. Wolfe, Chicago. The auther 
ts a well known writer and lecturer on 
problems of route selling, Fred De- 
Armond, who has had broad experience 
as a route salesman and in sales manage- 
ment. He ts also co-auther with George 
Graf of “Route Sales Management” . . 


+ fto-Chesk 
WEIGHERS 


In his new book Mr. DeArmond has 
brought together hundreds of sound sales 
ideas and strategy to assist the beginner 
as well as the veteran route man to pro- 
duce greater volume and increased profits 
from any territory, wholesale or house- 
to-hous The book cites scores of ex- 
amples of successful sales techniques 
assembled from wmdustrics relying upon 
route selling for distribution While 
‘S.lling Sense .. 2” has been written for 
ths individual route salesman, it will also 
b> helpful to others concerned with im- 
proved methods of selling 
- ~ % 
Caffe Pedrocchi remains today as an 
outstanding example of 19th century 
Italian architecture and it is still one 
of the finest coffee houses in the world. 
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A guide to premium planning 


These suggestions, compiled as a Premium Plan Book by 
Libbey Glass, a division of the Owens-Illinois Glass Co., 
have been designed to serve as a reference guide to a better 
understanding of the basic fundamentals of premium mer- 
chandising. This is the second of two parts —Ed. 

Points to consider when choosing a premium include: 

1. Does it have eye appeal?—Eye appeal is most impor- 
tant, particularly when the premium is displayed at point 
of sale. 

2. Will it readily lend itself to advertising and promotion? 
—No premium deal is successful without the maximum of 
advertising and promotion introducing and backing up the 
offer. The premium must be such that it will create a de- 
mand in advertising copy and illustration. 

3. Is it nationally advertised?—A nationally advertised 
product with an established brand name has already gained 
consumer acceptance and thus makes the promotional task 
much easier. 

4, Does it represent an outstanding value?—The premium 
should be measured in value to comparable merchandise sold 
in the retail markets. | 

5. Is the use of the article offered well known to the con- 
sumer?—Gadgets which need detailed explanation as to their 
use are not good premiums. Articles of general use have 
greatest acceptance. 

6. Is it for household use?—Almost all premium deals 
are directed to the housewife. Household articles of every 
day use are by far the most popular in demand. 


7. Will it appeal to the class of consumer buying your 
product ?—Your choice of a premium should be based on the 
consumer-wants in income and territorial groups. 

8. Will it serve as a constant favorable reminder of the 
purchase of your product?—The more often the premium is 
used in the household of the recipient, the more often she 
is reminded of your product. 

9. Can it be handled easily by the retailer of your product? 
—The premium given or sold at point of sale must be prop- 
erly packaged to insure easy handling by the retailer. 

10. Will the manufacturer make deliveries to you prompt- 
ly?—Nothing will cause more ill will on the part of the con- 
sumer than non-delivery of the premium. Pick out a reliable 
supplier by all means. 

Advertising 

The success of a premium offer is greatly dependent on 
the intensity of the advertising and promotion backing it. No 
matter how attractive the offer is, its success is usually deter- 
mined by the effectiveness of the promotion supporting the 
deal. Some of the means of promotion to consider are: 

Magazine advertising—Premium offers that are national in 
scope can be successfully promoted by national magazine ad- 
vertising. To be most effective such advertisements should 
be designed to feature the premium being offered. 

Newspaper advertising—Newspapers may be employed 
along with magazine advertising or when the premium offer 
is restricted to sectional or’ local markets. 

Radio advertising—The flexibility of radio as a medium 
to promote a premium offer lends itself to national or local 
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promotion. Radio should be used if the premium user al- 
ready has an established radio program. 

Store displays—Special display material featuring the pre- 
mium offer should be prepared for point of purchase ad- 
vertising. Such material includes counter cards, posters, 
streamers, give-aways and material for building mass dis- 
plays and special window displays. 

Publicity—Publicity stories can be planned for placement 
in local newspapers focusing additional attention on the 
premium offer. Special stunts and tie-ins with celebrities 
are particularly effective for publicity exploitation. 

Billboards—The use of billboards and poster boards to 
feature the premium offer is particularly desirable when such 
advertising is located adjacent to the outlet offering the deal. 

Miscellaneous—Many other types of advertising can be ef- 
fectively used to support the premium deal. These include 
handbills, shipping carton inserts, package labels, package 
inserts, envelope folders, broadsides and other mailing 
pieces. 

Pre-testing 

A premium promotion of any magnitude should be pre- 
tested for the following reasons: 

1. To determine if the offer has appeal. 

2. To determine if the deal is fundamentally sound. 

3. To determine the quantity of the premium to purchase. 

The various methods of testing are: 











For Better Taste 


Chicory adds a delightful 
quality to coffee not other- 
wise obtainable . . . a flavor 
that is thoroughly enjoyed in 
thousands of homes. Muller’s 
expertly prepared chicory 
blended in your coffee will 
materially assist in maintain- 
ing the uniformity and char- 
acter your customers will pre- 
fer. The better taste it im- 
parts is no accident, but re- 
sults from long experience 


and. skill. 


E. B. MULLER & CO. 


53 Wooster St. 613-615 South Peters St. 
New York New Orleans, La. 
Factories in Michigan 


Retail store test—Test stores should be chosen with con- 
sideration given to territory, income bracket of people to be 
reached, and locality (urban, suburban and rural). 

House-to-house survey—Interview housewives in various 
income brackets in urban( suburban, and rural communities, 
questioning them on the premium appeal. 

Spot test—Question your women employees on preference 
of premiums and appeal of offer. Women's clubs are also 
a dependable testing source if time is short. Spot tests are 
helpful but not as dependable as other methods of testing. 



































Missouri's current coffee crop, best 
yet, endangered by squirrels 

Missouri's current coffee crop is the best in recent years, 
but it won't last long if the squirrels keep eating it up, 
it is reported. 

Ladislaus Cutak and greenhouse men who work under 
him in the conservatory at the Missouri Botanical (Shaw’s) 
Garden report that squirrels burrow into the large con- 
servatory, jump around on the ten-foot coffee plants and 
knock down enough succulent beans for a feast. 

Superintendent George H. Pring is particularly fond 
of the six coffee plants, progeny of seeds he brought back 
from Panama in 1930. “The plants are heavily fruited, 
one of them with about 1,000 berries just starting te turn 
crimson,” Mr. Pring said. “We didn’t mind when the 
squirrels got in and ate bananas planted in the same area, 
because bananas are plentiful and ripen all year ‘round.’ 

Mr. Cutak’s report on the squirrels’ depredations brought 
forth a plan that may curb their taste for coffee, which | 
brings a high price on today’s market. Mr. Cutlak and 
Mr. Pring have sprayed the plants with a repellant which 
may or may not discourage the scurrilous coffee tasters. 


Toro fo represent Amedeo Canessa 

L. E. Toro, Inc., has been appointed representatives in the 
Pacific Coast territory, Missouri and Illinois for Amedeo S. 
Canessa, San Salvador, prominent exporters of coffee from 5 _ oimst 
EI Salvador. oe aS 
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news from producing areas 


Brazil invokes four 
step plan to support 
coffee export prices 


A four-point program to support coffee prices was adopted 
last month by President Getulio Vargas of Brazil, An- 
nounced in an official note distributed by the Minister of 
Finance, the program called for: 

1. Limiting of port arrivals ‘'so as to prevent stocks from 
reaching levels out of proportion with exportation necessi- 
ties.’ 

2. Refusal of registration for export sales “‘at prices which 
do not represent coffee's true value.” 

3. Increasing coffee financing by 200 cruzeiros per bag of 
60 kilos for Santos 4’s, bringing the financing price to 1,000 
cruzeiros per bag. 

4. Adoption of other measures “to assure remunerative 
labor conditions and to increase foreign currencies.” 

These measures, it was reported by Octavio Veiga, Santos 
representative of Coffee and Tea Industries, were adopted by 
President Vargas after consultations with competent authori- 
ties. 

As a first step, Santos arrivals were reduced to 5,000 bags 
a day. Before that, the rate of arrivals had been 30,000 
bags a day. 

PACB Contribution: Brazil's contribution to the Pan- 
American Coffee Bureau for 1950 and 1951 will come under 
further study before payment, according to a Comtelburo 
dispatch. 

Documents connected with the contribution were returned 
by President Vargas to the Minister of Finance with a re- 
quest for the following information: 


How is National Coffee Department being liquidated? 
How much is already held in cash? How will National Cof- 
fee Departments funds be applied? 


Act to bolster Colombia's coffee market; crop estimate 


From Colombia came reports last month of action to 
bolster coffee prices. The move was made by the autonomous 
National Federation of Coffee Growers of Colombia. 

The organization authorized an increase of $12 a bag in 
its buying rate on purchases in the interior of the country. 

Colombia's 1950-51 coffee production now is forecast at 
about five per cent below the 1949-50 output, according to 
H. B, Pangburn of the American embassy in Bogota. 

Colombia's 1950-51 coffee production now is expected to 
total about 5,540,000 bags, which would provide about 540,- 
000 bags for domestic consumption and 5,000,000 bags for 
export to foreign markets. The year-end harvest has been 
completed. It is estimated at 2,500,000 bags for export, 
about 20 per cent below normal. The quality of the coffee 
from this harvest is below average, because of excessive rain 
during the growing period. 

The midyear crop, to be harvested from April to June, 
1951, is expected to provide about 2,500,000 bags of coffee 
for export, slightly more than usual. 

Colombia's 1948-49 exportable coffee production amounted 
to 5,600,000 bags, consisting of 3,200,000 bags from the 
year-end harvest and 2,400,000 bags from the midyear har- 
vest. 

In 1949-50, unfavorable weather reduced the exportable 
producticn to around 5,250,000 bags, comprised of 3,250,000 
bags from the year-end harvest and 2,000,000 bags from the 
midyear harvest. 

Colombia in 1950 exported a total of 4,472,000 bags of 
coffee valued at $307,351,000. This compares with exports 
of 5,410,000 bags valued at $242,276,000 in 1949, 5,562,- 
000 bags valued at $225,211,000 in 1948, and a prewar 
(1935-39) annual average of 3,965,000 bags valued at 
around $51,000,000. 

About 91 per cent or 4,052,000 bags of Colombia's coffee 





LEON ISRAEL AGRICOLA e EXPORTADORA S/A, (BRAZIL) 


Coffee Planters and Exporters 


SANTOS @ RIO DE JANIERO @ ANGRA DOS REIS @ PARANAGUA 








ASK FOR L i B QUALITY 





LEON 


ISRAEL & BROS., 


INC. 


Coffee Importers and Jobbers 


101 Front St. 
NEW YORK 


300 Magazine St. 
NEW ORLEANS 


General Agents for Europe: 


ISRAEL (LONDON) LIMITED, 


160 California St. 404 North Wells St. 
SAN FRANCISCO CHICAGO, ILL. 


110 Cannon St., London E.C. 4, England 





COFFEE AND TEA INDUSTRIES 





exports went to the United States in 1950. Germany was in 
second place with 147,000 bags, followed by Canada with 
119,000 bags. In 1949, Canada was the second most im- 
portant destination for Colombia's coffee exports. Shipments 
to Canada in 1949 amounted to 199,000 bags compared with 
only 49,000 bags to Germany. While Colombia's coffee ex- 
ports to Germany reached a postwar peak in 1950, they were 
still far below the prewar annual average of 589,000 bags. 

Other important markets for Colombia's 1950 coffee exports 
were Sweden, Belgium, The Netherlands and Switzerland. 


Guatemala crop estimate cut, Bannell reports 


It is reported by Marshall F. Bannell, Guatemala corres- 
pondent of Coffee and Tea Industries. 

Aldo Cabella, executive director of the Oficina Central 
Del Cafe in Guatemala City, has sharply revised estimates 
for Guatemala’s coffee crop for the 1950-51 season. He 
stated last month that due to unusual weather conditions the 
total yield would be approximately 900,000 bags, of 100 
pounds each, or about ten per cent less than previous esti- 
mates. Mr. Cabella’s organization had estimated in January 
of this year that the total crop would produce about 1,000,- 
000 hundred pound bags of green coffee. 

_ The Oficina Central Del Cafe's new estimates were con- 

firmed by private sources in Guatemala, including William 
V. Lynch, assistant general manager, coffee division, of W. 
R. Grace and Co., San Francisco, who is spending consider- 
able time in this area. Grace and Co. are leading coffee ex- 
porters and growers in Guatemala. 

It was stated, however, that previous estimates of the gross 
value of Guatemala’s coffee exports would be reduced by 
only $1,500,000—that is, from $53,000,000 to $51,500,000 
—in view of an increase in green coffee prices since the 
January estimates. 

Private sources, including exporters and growers see little 


chance for any substantial dip in current high green coffee | 


prices, and it is estimated that in spite of consumer resistance 
to high retail coffee prices in the United States, the demand 
will continue. 

Guatemala has a total of some 11,000 coffee growers, 
mostly small producers, who ship 80 per cent of their crop 
to the United States. 

In dollar volume, coffee leads all other exports from this 
country, and the economic life of the country depends large- 
ly on the product. 


Dominican Republic's 1950-51 crop to be larger 


The Dominican Republic's 1950-51 coffee crop now is 
expected to provide about 270,000 bags of coffee for ex- 
port, compared with a revised estimate of 245,000 bags in 
1949-50 and 235,000 bags in 1948-49, according to H.R. 
Zerbel, American embassy, Ciudad Trujillo. 

Harvesting of the 1950-51 coffee crop began in late 
September, 1950, and reached its climax during November 
and December. Except for occasional heavy rains, the 
weather was favorable during this period, and by the end 
of the year most of the lowland coffee had been picked 
and harvesting of the highland coffee had begun. 

Numerous new coffee plantations are springing up in 
the Dominican Republic, especially in the south and south- 
west. Coffee plantings during 1950 totaled 13,765 acres 
compared with only 9,500 acres in 1950. It is expected 
that private growers will plant more coffee in 1951 than 
they did in 1950. 
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developments among public feeding outlets 


PACB makes coffee charts, folder, available to roasters 


The Pan-American Coffee Bureau has just reprinted, as 
a service to roasters who sell to the hotel and restaurant 
trades, three pieces of material which have been in steady 
demand. They include a brewing directions chart, an urn 
cleaning chart for use in kitchens, and a promotional 
folder, ‘“Coffee—A Little Word on Your Menu.” 

The brewing directions and urn cleaning charts have 
been redesigned to make them brighter and more attrac- 
tive. The promotional folder is essentially unchanged. 

PACB plans to make this material available to roasters 
who sell to the hotel and restaurant trades so they may 
offer it as a service to their customers. Prices, which 
represent cost, are: Brewing directions charts, $5.00 per 
hundred; urn cleaning charts, $5.00 per hundred; Six-page 
promotional folder, “Coffee—A little Word on Your 
Menu,” $24.00 per thousand. 

In the case of the six-page folder only, a three line im- 
print of your company or brand name can be added at the 
bottom of the last page at an extra cost of $5.00 for the 
first thousand and $3.00 for each additional tousand. 

Minimum orders should be for quantities of 100 each 
of the brewing directions and urn cleaning charts, and 
1,000 of the six-page folders. 


Cory announces promotions 

Announcement of the promotion of Sheldon Dale, for- 
merly service manager, to the newly created position of 
director of research and development for the Cory Corp., 
has been made by J. W. Alsdorf, president. As director 
of research for Cory, Mr. Dale will be responsible for 
coordination of engineering and manufacturing of all 
Cory developed products. 

Tom Payton replaced Mr. Dale as service manager. 
Prior to this assignment, Payton served as national field 
service manager for Cory. 

Appointment of James Edward Gallagher as eastern 
division sales manager was also announced by Mr. Als- 
dorf. 

Mr. Gallagher will supervise the 14-state eastern divi- 
sion territory of Cory, which is divided into five sales ter- 
ritories. 

Prior to joining Cory, Mr. Gallagher was a divisional 
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sales manager for the Automatic Washer Co., Newton, 
Iowa, where he directed sales in 11 Midwestern states. 


Two new officers elected by Silex 


Two new officers were elected at the recent annual meeting 

of the board of directors of The Silex Co. 

Frank E. Wolcott, general sales manager and a member 
of the sales force since 1930, 
was elected a vice president. 

Harry B. Whitehead, for 
the past year factory works 
manager and formerly with 
Telechron Inc., was also 
elected a vice president. 

Monroe G. Smith was re- 
elected president and was 
also installed as treasurer. 
Other officers reelected to 
their posts were Lawrence C. 
Dewey, controller; Edward 

Frank E. Wolcott T. Garvin, secretary; and 
Oliver B. Ellsworth, chair- 
man of the executive committee of the board of directors. 


Vaculator features Waldorf bowl for coffee makers 


Feature of the Vaculator Coffee Maker exhibit at the 
National Restaurant Show in May will be the Waldorf 
bow! for glass cokee makers. This bowl is now made on 
automatic glass blowing machines which, the manufacturer 
claims, eliminates thin or thick spots, common cause for 
glass breakage. 

This Waldorf glass, it is said, has a uniform cross- 
section throughout, helping to distribute shock and heat, 
thus reducing glass breakage appreciably. 

For the Waldorf bowl, Vaculator has redesigned its 
popular pistol grip handle to include the Hand-Tite feat- 
ure, a simple device incorporating a thumb screw for easy 
changing of handles from one bowl to another. The 
Hand-Tite eliminates the need for screw drivers, coins or 
tools in changing handles. 

Jon Zitz, general sales manager of the company, advises 
that there has been no increase in the cost of the Waldorf 
bowls, and the same low prices that prevailed before the 
Korea situation are still in effect. 


Coffee ups town employee morale 


Morale among town employees in Danver, Mass., shot 
up with the announcement by Town Manager Robert E. 
Layton that they can once more take time off during work- 
ing hours to dash to the nearest restaurant or lunchroom 
and order “Cuppa coffee, please,” reports the Boston 
Globe. 

A ban on this procedure was imposed in December be- 
cause employees were ‘‘abusing the privilege.” Employees 
opposed the ban through the local employees’ union, and 
their efforts finally paid off. The announcement followed 
a conference between Mr. Layton and town department 
heads. 

Under the new terms employees may go out one at a 
time for coffee with the permission of department heads. 
Crews working on the outskirts of town may dispatch 
one of their number for refreshments with the permission 
of the department head. 
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Food wholesalers, retailers get 
margin price controls—coffee, 


tea, spices, flavors included 


Coffee, tea, spices and flavors are included in new whole- 
saler and retailer regulations which take a wide variety of 
market basket foods—60 per cent of the nation’s purchases 

-from under the general price freeze and put them under 
a margin sysiem modeled after the most successful World 
War II controls. 

Trade sources were hopeful that these mark-up rulings 
would be followed in the near future by margin controls for 
food processors, such as coffee roasters and tea packers. 

Three companion pricing regulations, all effective April 
Sth, were announced by Michael V. DiSalle, director of the 
Office of Price Stabilization. They fix controlled percentage 
margins that wholesalers and retailers must use. For conveni- 
ence, the percentages are described as the percentage over 
cost instead of percentage over sales. 


CPR 14, 15, 16 


Ceiling Price Regulation 14 covers wholesalers. 
Price Regulations 15 and 16 cover retailers. 

“Under these regulations, wholesalefs and retailers re- 
calculate their ceilings weekly, to take account of changes in 
the cost of foods that they buy from their suppliers,’ Mr. Di 
Salle explained. ‘When we can get more stability into the 
picture, so that prices don’t have to be changed oftener than, 
say, once a month, we can take the final step and put posted 
dollars-and-cents ceilings into effect. Under that system, the 


Ceiling 


housewife would have a better method of determining ceiling 
prices.” 

CPR 14 classifies wholesalers into four classes, depending 
on the nature of their business operations. The margins 
permitted vary from one group to the other. Class 1 whole- 
salers are retailer-owned cooperatives; Class 2, cash and 
carry; Class 3, service and delivery; Class 4, institutional. 

On coffee, the mark-up figures to be used by the whole- 
salers are 1.055 per cent for Class 1 companies; 1.065 for 
Class 2; 1.09 for Class 3; and 1.14 for Class 4. These 
figures are to be multiplied by net cost. 

On tea, wholesalers in Class 1 can use 1.06 per cent; 
Class 2, 1.095; Class 3, 1.115; Class 4, 1.165. 


Other mark-ups 


On spices, Class 1 wholesalers can apply a mark-up of 
1.15 per cent; Class 2, 1.27; Class 3, 1.28; Class 4, 1.33. 

On miscellaneous foods—which includes extracts, flavor- 
ings, food colorings, prepared mustard and spice oils—Class 
1 wholesalers are allowed a margin of 1.11 per cent; Class 
2, 1.15; Class 3, 1.20; Class 4, 1.25. 

Retail food stores are classified by CPR 14 and CPR 15 
into four groups, based mainly on dollar volume of sales. 
Group 1 stores are independents with annual gross sales in 
1950 of less than $75,000. Group 2 stores are independents 
with 1950 annual gross sales between $75,000 and $375,000. 
In Group 3 are stores, other than independent, with annual 
gross sales last year of less than $375,000. Group 4 includes 
stores, independent or otherwise, with annual sales in 1950 
of $375,000 or more. 

The mark-up on coffee allowed to Group 1 stores is 17 
per cent. A similar mark-up can be used by Group 2 stores. 
Retailers in Group 3, however, are allowed a mark-up of 12 
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per cent, while those in Group 4 are permitted 11 per cent. 

The spread is much more narrow on tea. Group 1 stores 
are allowed a mark-up of 26 per cent, and a similar margin 
can be applied by Group 2 retailers. Group 3 and 4 stores 
are allowed 25 per cent. 

The highest mark-up permitted is the one stores in any of 
the categories can apply to spices—46 per cent. 

The margins on the miscellaneous foods—covering the 
same items as in the wholesaler regulation—is 40 per cent 
for Group 1 and 2 stores, 35 per cent for Group 3 and 4 
retailers. 

Specifically excluded from the three regulations are green 
coffee and tea, in the containers ‘‘of the customary unit and 
weight in which they are imported into the United States,” 
and spices in “‘assorted sets contained in wooden or other 
type trays designed as permanent kitchen furniture.” 


PACB holds annual 
board meeting 
in New York City 


The board of directors of the Pan-American Coffee Bureau, 
comprising representatives of ten Latin American coffee- 
producing nations, is holding its annual meeting in New 

York City on April 16, it 
was announced last month by 
Andres Uribe, acting presi- 
dent of the Bureau. 
Prominent on the agenda 
is discussion of advertising 
plans for the Bureau's fiscal 
year, which begins May Ist. 
During the current fiscal year, 


following approval of plans | 


by the board last spring, the 


Bureau spent in excess of 


$1,500,000 in advertising and | 


promotion, Mr. Uribe said. 
A similar budget, though 
with possible changes in media, is being proposed for the 
coming 12-month period. 

Prior to the board meeting, the Bureau’s Technical Adver- 
tising Council—comprising representatives of the Bureau, 
the domestic coffee trade, and the grocery and restaurant 
trades—met to review recommendations to be made to the 
board with respect to advertising. 

In addition to advertising and promotion, the representa- 
tives of the coffee-producing nations will consider the entire 
long-range program of the Bureau, which is designed to pro- 
mote increased use of coffee as a beverage and food product 
in the United States, to safeguard the good relations between 
producers and consumers and to promote a better under- 
standing between the coffee-producing nations and the 
United States. 


Andres Uribe 


Heads Home B.and processing, 
including coffee, for Griggs, Cooper 

Charles G. Kaufmann has been named superintendent of 
the Home Brand Food Division of Griggs, Cooper & Co., 
Minneapolis. 

He will direct the processing of the division's line of cof- 
fee, as well as other products, such as peanut butter, pre- 
serves, jellies, olives, etc. 


APRIL, 1951 


HARD & RAND 


INCORPORATED 


Established 1875 


Importers 
of 


Green Coffees 


107 WALL STREET 
NEW YORK 


Offices and Agents in Principal 
Countries of Production 








Just like getting 
one month's supply of 
bowls FREE every 2 
months. You save 50% 
on glass breakage be- 
cause only Vaculator 
gives you: 

@ SEMI-WIDE NECK 

to reduce chipping when 
filling or pouring 

© TEAR DROP SHAPE 

to ease shocks 

© RUBBER-CUSHIONED HANDLE 
to soften bumps 

@ UNIFORM GLASS 

no thick or thin spots 

© HAND-TITE HANDLE 
easily changed in 
seconds 


© PYREX brand GLASS 
tops for resisting heat 


Thousands of restaurayts and 
fountains favor Vaculator be- 
cause they save on glass 
breakage . . . and they save 
on Vaculator's lower 

prices. Prove it to 

yourself, 


301 WW. DESPLAINES STREET 
CHICAGO 6, U.S.A. 
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The Roll Center 
of the West 


Roll grinding and recorrugating of all types 
of coffee rolls 

New rolls carried in stock to fit all 
coffee mills 

Complete reconditioning service for 
grinding-heads of all types 

All workmanship unconditionally guaranteed 


PECIAL ATTENTION is given to rush 

work, and our facilities make it possible 
to complete a set of rolls — regrind rolls, 
journals, fit bearings, corrugate — and ship 
the same day the rolls are received. 


Send your work to the “Roll Center of 
the West’ — where 95% of the coffee 
rolls in the West are recorrugated. For 
particulars and delivery dates on your re- 
quirements write, wire or phone: 


MILL ENGINEERING & MACHINERY CO. 


Mfrs. of MEMCO Products 
1023 Market St., Oakland 7, Calif., TWinoaks 3-5967 








THERE'S A 
DIFFERENCE 
IW TEA— 


AND 
TENDER LEAF 


BRAND 


PROVES (7! 


ALL THE 
FLAVOR 
YOUR CUP 
CAN HOLD! 


— 
PRESSURE PACKED 


Chase é 


Sanborn 
_COFFEE 
Sau = 


PRODUCTS OF STANDARD BRANDS INCORPORATED | 
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| half billion trees or more below bearing age. 


Says number of coffee 


trees in Brazil has 


risen to 2,400,000,000 


The trend of the number of coffee trees in Brazil since the 
first World War received a substantial amount of publicity 
after the rise in coffee prices during the latter part of 1949, 
according to a survey of available information received by 
the U. S. Department of State. 

It is now widely known that the number of coffee trees 
expanded rapidly from 1920 to 1933 and that thereafter, for 
about ten years, the number declined substantially. This 
was caused by low prices resulting from over-production, a 
slackening in consumption coincident with the depression of 
the 1930's, and restrictions placed on new plantings by the 
Brazilian government. 

Factors connected with the second World War, including 
the loss of the European market, shortages of ocean shipping, 
and a shortage of motor fuel in Brazil, probably prolonged 
the decline for several years. The number of trees finally 
levelled off during the latter part of World War II. 

In 1920, there were 1,708 million coffee trees in Brazil, 
according to the national census, The peak number reached 
in 1933 was 2,978 million. Although this 13-year period 
is commonly associated with the great development of coffee 
in the state of Sao Paulo, expansion was by no means limited 
to that state. 

Expansion elsewhere, too 

Between 1920 and 1933 the number of trees in Espirito 
Santo increased by 107 per cent, in Rio de Janeiro by 79 
per cent, and in Minas Gerais by 53 per cent, as compared 
with an increase of 79 per cent in Sao Paulo. 

Although the number of trees in Parana nearly tripled 
during this period, most of the potential coffee areas of that 
state were still in forest in 1933. It was not until the decade 
of the 1940's that Parana rose to an important place among 
the coffee-producing states of Brazil. 

Statistics of the number of producing trees are not avail- 
able for the years between 1920 and 1933. Because of the 
large number of new plantings made at that time, the num- 
ber of producing trees, i.e., trees four years old and older, 
lagged substantially behind the total number of trees. It is 
estimated that from 1928 to 1933 there were at all times a 
The peak in 
the number of bearing trees was probably reached in 1935 or 
1936. Two or three years after, the total number of trees 
began to decline. 

The 1942 census of coffee trees showed a total of 2,234 
million trees in that year, a decrease of 744 million trees, or 
25 per cent, from the 1933 peak. Among the imporant pro- 
ducing states, the decline was greatest in Rio de Janeiro, 
amounting to 51 per cent there. In Sao Paulo the decrease 
amounted to 21 per cent, in Minas Gerais, 34 per cent, and 
in Espirito Santo, 27 per cent. Only in Parana, where the 
number of trees increased from 41 to 61 million trees, did 
coffee continue to expand from 1933 to 1942. 

The National Coffee Department's statistics of the number 
of coffee trees for the years following 1942 are admitted by 
the statisticians of the Department to be lacking in accuracy. 
As a result of severe frosts in 1942 and 1943 and continued 
unfavorable prices, the number of trees is believed to have 

(Continued on page 41) 
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Hills Bros., Nescafe, 
Lipton’s top fields 


in 14-market survey 


_ Hills Bros., Nescafe and Lipton’s topped the coffee, 
instant coffee and tea categories in a 14-market comparison 
of consumer preferences tabulated and published by The 
Milwaukee Journal. 

The markets covered in the report are Milwaukee, St. 
Paul, Indianapolis, Illinois, Columbus, Omaha, Birming- 
ham, Salt Lake City, Fresno, Modesto, Sacramento, San 
Jose, Seattle and Spokane. 

The standings are based on consumer surveys conducted 
last year by newspapers in those markets. 

Out of 13 markets in which coffee was surveyed, Hills 
Bros. Coffee was the leading brand in nine—Milwaukee, 
St. Paul, Illinois, Fresno, Modesto, Sacramento, San Jose, 
Seattle and Spokane. 


Status of instant coffee 

Maxwell House was first in two—Indianapolis and 
Columbus. Butter-Nut was the top brand in Omaha, and 
Red Diamond led in Birmingham. 

Folger's was the second most popular brand in six 
markets and third in four. A & P’s Eight O'Clock Coffee 
was second in two markets, and third in two. 

The position of 35 coffee brands was tabulated in the 
report. 

The proportion of families buying regular coffee ranged 
from 92.8 per cent in {ndianapolis and Columbus to 98.4 
per cent in St. Paul. 

The status of instant coffee was surveyed in 12 markets, 
and in ten of them—Milwaukee, St. Paul, Indianapolis, 
Columbus, Omaha, Fresno, Modesto, Sacramento, San Jose 
and Spokane—Nescafe was top brand. In those same 
markets, Borden’s was second, and in the other two markets 
—Birmingham and Seattle—Borden’s was first. 


Maxwell House Instant Coffee was third in five markets, 
fourth in six markets and sixth in one. G. Washington was 
third in one market, fifth in six markets, and sixth in five. 
Chase & Sanborn Instant ranked third in five of the markets, 
fourth in one, fifth in three, and sixth in three. 

The proportion of families in each of the markets who 
bought instant coffee varied considerably—from 32.6 per 
cent in Columbus and 22.2 per cent in Indianapolis to 8.7 
per cent in St. Paul and 10.8 per cent in Spokane. 

Out of ten markets in which packaged tea standings were 
checked, Lipton’s was first in all. The percentage of pre- 
ference was more pronounced in some of the areas than in 
others. In St. Paul the 79.1 per cent of the families sur- 
veyed preferred Lipton’s, against 7.8 per cent for Tenderleaf 
and 6.3 per cent for Salada. In Birmingham, on the other 
hand, Lipton’s was preferred by only 42.1 per cent, while 
13.7 per cent chose Royal Cup, 10.2 per cent Tenderleaf, 
9.0 per cent Red Diamond, 8.2 per cent the A & P brands 
and 6.4 per cent Tetley. 

The proportion of families buying packaged tea was 
highest in Birmingham, with 77.1 per cent, and lowest in 
Spokane, with 38.5 per cent. 

In some markets, oddly enough, packaged tea continued 
to top tea bags in the proportion of families using the pro- 
duct, according to this report. In St. Paul, 61.2 per cent 
bought packaged tea, while 55.1 per cent purchased tea bags. 
In Omaha, the proportions were 67.6 per cent and 60.0 per 


cent; in Birmingham, 77.1 and 43.8; in Fresno, 65.0 and 


58.5. In the other six markets, tea bags were purchased by a 
higher proportion of the families than bought packaged tea. 

Lipton’s was first on tea bags in the ten markets, with 
Tenderleaf .second in all of them. Brand standings in 
packaged tea were not necessarily true in tea bags, according 
to this survey. 


El Salvador to use ertificial rain for coffee 

The government of El Salvador has decided to employ 
artificial rain for the benefit of agriculture in general, and 
coffee production in particular it has been reported. 
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SOUTHERN Cross LINE 


Fast Motorships - from Brazil - to United States Atlantic Ports 
COSMOPOLITAN SHIPPING COMPANY, INC. 
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Serves the Coffee Trade with a Fast, 
Modern Fleet of American-Flag Freight 
and Passenger Vessels on Regular 


REGULAR DIRECT SERVICE Q Itineraries from the Coffee Ports of 


FOR COFFEE SHIPPERS ee COLOMBIA 
VENEZUELA 


— ie fa ECUADOR 

La Guaira, Puerto Cabello, Maracaibo, RSS oa PERU 

Barranquilla, Vera Cruz Thea! and West Coast of 
| r- CENTRAL AMERICA 

TO re <a} | to 
U.S. Atlantic Ports, | _sONEW YORK —LOS._ ANGELES 

St. John, Halifax, Montreal, “—s« SACCKSONVILLE SAN FRANCISCO 
BOSTON SEATTLE 
BALTIMORE VANCOUVER, B. C. 


Agents in All Principal Ports wt »— a : / 1 
SWEDISH AMERICAN LINE aT = 
17 State Street New York 4, N. Y. ia : arn GR A CE LINE 


1255 Phillips Square Montreal 2, P.Q. eg r a Sean 
anover - (quare, ew ork o, IN. I. 


Tel.: Digby 4-6000 
Agents and Offices in All Principal Cities 











Bringing North and South 
America nearer each other 
LLOYD BRASILEIRO 
makes the Good Neighbor 
a Close Neighbor. 


THE BETTER TO SERVE YOU .. 


Equipped with Cargocaire and averaging 17 knots speed, the great new ships 
of the LOIDE FLEET can assure speedy, dependable shipments of coffee. 


NEW YORK Lloyd 
NEW ORLEANS BRASILEI RO 


305 Beard of Trade Bldg. PATRIMONIO NACIONAL 


The American Line maintains regular service from the principal Brazilian coffee ports to New York and 
New Orleans, with facilities (as cargo offers) at Philadelphia, Baltimore, Norfolk, Jacksonville and Houston. 


34 COFFEE AND TEA INDUSTRIES 








should exigencies require. 


Ports and dates are subject to change, 


Moreover, lines 


may schedule sailings not shown in this 
schedule. 


Abbreviations for lines 


Alcoa—Alcoa Steamship Co. 
Am-Pres—American President 
ArgState—Argentine State Line 
Am-W Afr—American-W est African Line 
Barb-Frn—Barber-Fern Line 

Barb-W Afr—Barber-West African Line 
Barb-Wn-—Barber Wilhelmsen Line 
Brodin—Brodin Line 
Cunard—Brocklebanks’ Cunard Service 
Delta—Delta Line 

Dodero—Dodero Lines 
Ell-Buck—Ellerman & Bucknell $.S. Co 
Farrell—Farrell Lines 

Grace—Grace Line 

Gulf—Gulf & South America Steamship 


Lines 


A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


IFC—LF.C. Lines 
Independent—Independent Line 
Isbrandtsen—Isbrandtsen Co., Inc. 
Italian—ltalian Line 
JavPac—Java-Pacific Line 
Lloyd—Lloyd Brasileiro 
Lykes—Lykes Lines 
Maersk—Maersk Line 


Mormac—Moore-McCormack Lines, Inc. 


Nopal—Northern Pan-American Line 
Norton—Norton Line 

PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
Prince—Prince Line, Lid. 


R Neth—Royal Netherland Steamship Co. 


Robin—Robin Line 
SCross—Southern Cross Line 
Silver Silver Line 
Sprague—Sprague Steamship Line 
Stockard—Stockard Line 
Stran—Strachan Shipping Co. 
Swed-Am—Swedish American Line 
UPruit—United Fruit{ Co. 


Co., Inc. 


Hol-Int—Holland-Interamerica Line 


SAILS SHIP 
ACAJUTLA 


4/19 San Benito 
4/25 Ring Splice 
4/26 Square Sinnet 
4/30 Choluteca 
5/1 Cst! Nomad 
5/3 San Benito 
5/22 Choluteca 
6/2 Gunners Knot 
6/15 Anchor Hitch 


ACAPULCO 


3/27 Ring Splice 

4/28 Gunners Knot 
5/11 Anchor Hitch 
5/18 Csti Avnturer 


AMAPALA 


Square Sinnet 
Cstl Nomad 

Gunners Knot 
Anchor Hitch 
Csti Avnturer 
Gunners Knot 
Anchor Hitch 


UF ruit 
Grace 
Grace 
UF nuit 
Grace 
UFruit 
UFruit 
Grace 
Grace 


Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 


BARRANQUILLA 


Clara 
Cstl Nomad 
Cape Cmbrind 
Cape Ann 
Levers Bend 
Bresle 
Cape Avinof 

. Enid 
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Grace 
Grace 
UFruit 
UFruit 
UFmuit 


Independence LA5/12 SF5/15 Se5/21 Sa5/22 P05/25 


UFruit 


Cristobal? 4/22 
LA5/5 SF5/8 Se5/13 
LAS/7 SF5/10 Se5/15 
Cristobal? 5/3 
LAS5/12 SF5/15 Se5/20 
Cristobal? 5/6 
Cristobal? 5/25 
LA6/13 SF6/16 Se6/21 
LA6/26 SF6/29 Se7/4 


Cristobal’ 
Cristobal* 
Cristobal! 
Cristobal’ 


LAS/7 SF5/10 Se5/15 
LAS/12 SF5/15 Se5/20 
Cristobal’ 5/10 
Cristobal’ 5/23 
Cristobal’ 5/30 
LA6/13 SF6/16 Se6/21 
LA6/26 SF6/29 Se7/4 


NY4/17 
LA5/12 SF5/15 Se5/20 
NY4/21 
NY4/29 
N04/30 


NY5/5 


Swed-Am NY5/6 Ha5/10 


W st Cst—West Coast Line, Inc. 
Wes-Lar—W’estfal Larsen Co. Line 


COFFEE BERTHS 


SAILS SHIP 


Cape Cod 
Fiador Knot 
Gunners Knot 
Anchor Hitch 


BARRIOS 


Marna 
Mayari 
Inger Skou 
Avenir 
Bresle 
Mataura 


UFruit 
UFruit 
UFruit 
UFruit 


UF nuit 


BUENAVENTURA 


Cecilia 
Olivia Grace 
Ring Splice Grace 
Farmer Gulf 

Margarita Grace 
Adela Grace 
Luisa Grace 
Eliana Grace 
Merchant Gulf 

Leonor Grace 


Grace 


ViuVuwuet oe eee he & 


CARTAGENA 


4/17 Cape Ann 
4/18 Levers Bend 
5/1 Cape Cod 
5/2  Fiador Knot 


UFruit 
UFruit 
UF ruit 
UF ruit 


CHAMPERICO 


4/11 Csti Avnturer 
4/27 Ring Splice 
4/29 Square Sinnet 
we ee ee se we eee... Est Nomad 


Grace 
Grace 
Grace 
Grace 





Abbreviations for ports 


Ba—Baltimore 
Bo—Boston 
CC—Corpus Christi 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
Jx—Jacksonville 
LA—Los Angeles 
Ml—Montreal 
Mo—Mobile 
NO—New Orleans 
NY—New York 
Nf—Norfolk 
NN—Newport News 
Pa—Philadelphia 
Po—Portlan 
SF—San Francisco 
Se—Seattle 

St Jo—Saint Jobn 
Ta—Tacoma 
To—Toledo 
Va—Vancouver 


NY5/13 
N05/14 
LAG/13 SF6/16 Se6/21 
LAG/26 SF6/29 Se7/14 


NY4/19 
Ho4/19 NO04/22 
Ho4/26 N04/29 
NY4/29 


Independence LAS/12 SF5/15 Se5/21 Va5/22 Po5/25 


Ho5/3 N05/6 


NY4/23 

NY4/30 

LA5/S SF5/8 Se5/13 
Ho5/3 NO05/6 
NY4/30 

LA5/1 SF5/3 Se5/10 
NY5/7 

LA5S/14 SF5/16 Se5/23 
Ho5/17 No5/20 
LAS/28 SF5/30 Se6/6 


NY4/29 
N04/30 
NY5/13 
N05/14 


SF4/25 Se4/30 
SF5/8 Se5/13 
SF5/10 Se5/15 
SF5/15 Se5/20 





SAILS SHIP LINE SAILS SHIP LINE DUE 


CHAMPERICO (Continued) 4/18 Nereide Italian LA4/29 SF5/2 Se5/12 Po5/15 Va5/18 
5/3 Bresle Wes-Lar LA5S/12 SF5/15 Se5/21 Va5/22 P05/25 


6/5 Gunners Knot Grace LAG/13 SF6/16 Se6/21 5/30 Hindanger Wes-Lar LA6/13 SF6/15 P06/21 Se6/23 Va6/24 
6/18 Anchor Hitch Grace LAG6/26 SF6/29 Se7/4 


ILHEUS 


CORINTO 
4/10 Floria Ell-Buck Bo4/25 NY4/26 Pa4/28 
13 San Benito UFruit Cristobal? 4/22 4/14 Haiti Lloyd NY4/25 
22 Square Sinnet Grace LAS/7 SF5/10 Se5/15 4/15 Froste Ell-Buck Bo Ny Pa 
24 Choluteca UFruit Cristobal’ 5/3 4/24 Honduras Lloyd NY5/6 
27 «Cstl Nomad Grace LA5/12 SF5/15 Se5/20 5/4 Unuguai Lioyd NY5/16 
29 Bresle Independence LAS/12 SF5/15 Se5/21 Va5/22 Po5/25 
5 Gunners Knot Grace Cristobal' 5/10 
16 Choluteca UFruit Cristobal? 5/25 GUAIRA 
18 Anchor Hitch Grace Cristobal’ 5/23 Enid Swed-Am NY5/6 Ha5/10 
25 Csti Avnturer Grace Cristobal! 5/30 
29 Gunners Knot Grace LA6/13 SF6/16 Se6/21 
1l Anchor Hitch Grace LA6/26 SF6/29 Se7/4 LIBERTAD 


pees 


Avvvuvu & 


San Benito UFmit Cristobal? 4/22 
Ring Splice Grace LA5/5 SF5/8 Se5/13 
CRISTOBAL Square Sinnet Grace LAS/7 SF5/10 Se5/13 
4/11 Fiador Knot UFrnit N04/17 Choluteca UFruit Cristobal? 5/3 
4/13 CapeCmbrind UFmit NY4/21 Cstl Nomad Grace LAS/12 SF5/15 Se5/20 
4/23 Cape Ann UFruit = NY4/29 Gunners Knot Grace Cristobalt 5/10 
4/24 Levers Bend UFruit N04/30 San Benito UFruit Cristobal? 5 
4/29 Cape Avinof UFrnit = NY5/5 Anchor Hitch Grace Cristobal’ 5 
5/7 Cape Cod UFmit = NY5/13 Choluteca UFruit Cristobal? 5 
5/8 Fiador Knot UFruit = NO05/14 Csti Avnturer Grace Cristobal! 5/ 
6/16 Si 
6/29 


Gunners Knot Grace LA6/13 SF 


DAR es SALAAM Anchor Hitch Grace LA6/26 SF 


4°30 Afr Moon Farrell NY6 UNION 


521 Afr Crescent Farrell NY6 
San Benito Cristobal? 4/22 


Ring Splice LAS/S5 SF5/8 Se5/13 
Square Sinnet LAS/7 SF5/10 Se 5/15 
Choluteca Cristobal? 5/3 

Csti Nomad LA5/12 SF5/15 Se5/20 
San Benito Cristobal? 5/6 

Gunners Knot Cristobal' 5/10 

Anchor Hitch Cristobal' 5/23 
Choluteca Cristobal’ 5/25 

Csti Avnturer Cristobalt 5/30 


EL SALVADOR 


4/17 Nereide Italian LA4/49 SF5/2 Se5/12 Po5/15 Va5/18 
5/1 Bresle Independence LAS/12SF5/15 Se5/21 Va5/22P05/25 
5/29 Tritone Wes-Lar LA6/13 SF6/15 P06/21 Sk6 23 Va6/24 


GUATEMALA 
4/10 Canche Independence LA4/19 SF4/22 Se4/28 Va4/29 Po5/2 


ViVuUMse eee eS 





SHIP YOUR COFFEE BEANS 
WITH THE ARGENTINES! 


BECAUSE... 


Argentine State Line offers swift, dependable service, 
bringing your coffee from Santos in 13 days... from 
Rio in 12. Three new passenger liners—the RIO DE LA 
PLATA, RIO JACHAL and RIO TUNUYAN have 
joined the regular fleet of ASL freighters—all operating 
on schedule between East Coast ports of South America 
and New York. 
Efficient, experienced crews load your coffee into 
immaculate holds, assuring a minimum of bag damage 
and flavor contamination. We pay careful attention to 
every detail that assures the arrival of your coffee in ARGENTI N FE STATE L| NE 
perfect condition —the way you want it— when you want 
it. And the modern ASL terminal at Pier 25 North River, 
New York, is where you want it for easy delivery to 
truck or lighter. 


Boyd, Weir & Sewell, Inc., General Agents 
24 State Street, New York 4, N. Y., Tel. BO 9-5660 
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SAILS = SHIP DUE 


5/31 Gunners Knot LAG6/13 SF6/16 Se6/21 
6/13 Anchor Hitch LAG6/26 SF6/29 Se7/4 


LIMON 


4/10 Cape Cmbrind UF ruit 
4/21 Cape Ann UFruit 
4/22 Levers Bend UFruit 
4/27 Cape Avinof UFruit 
5/5 Cape Cod UFruit 
5/8  Fiador Knot UFruit 


LOBITO 


4/16 Del Rio Delta N05/17 
4/18 Afr Pilgrim Farrell NY5/17 
5/1 — Fernglen Am-W Afr NY6/1 
5/5 Del Sol Delta N06/3 
5/15 Afr Glade Farrell NY6/14 
5/28 Temeraire Am-W Afr NY6/30 


LUANDA 


4/13 Del Rio Delta N05/17 
4/21 Afr Pilgrim Farrell NY5/17 
4/29 Ferngien Am-W Afr 6/1 
5/2 Del Sol Deita N06/3 
5/18 Afr Glade Farrell = NY6/14 
5/26 Temeraire AM-W Afr NY6/30 


MARACAIBO 


4/10 Square Sinnet Grace LA5/7 SF5/10 Se5/15 
4/13 Csti Nomad Grace LA5/12 SF5/15 Se5/10 
4/22 ‘Enid Swed-Am NY5/6 Ha5/10 

5/13 Gunners Knot Grace LAG/13 SF 6/16 Se6/21 
5/31 Anchor Hitch Grace LAG/26 SF6/29 Se7/4 


MATADI 


4/11 Del Rio Delta NO5/17 
4/15 Afr Pilgrim Farrell NY5/17 
4/26 Taurus Am-W Afr NY5/31 
4/27 Fernglen Am-W Afr 6/1 
4/29 Del Sol Delta N06/3 
5/12 Afr Glade Farrell NY6/14 
5/19 Hopeville Am-W Afr NY6/15 
5/24 Temeraire Am-W Afr NY6/30 
6/19 Fernplant Am-W Afr NY 7/15 


MOMBASA 


4/23 Afr Moon Farrell 
4/27 Locksley Robin 
5/15 Afr Crescent Farrell 
5/25 Mowbray Robin 
6/22 Tuxford Robin 


PARANAGUA 


4/10 Kim Stockard NY4/28 Ba5/2 

4/11  Grenanger Wes-Lar LAS/22 SF5/24 Po6/1 Se6/3 Va6/4 
4/13 Forester PAB LA5/15 SF5/17 Va5/22 Se5/22 P05/28 
4/13 Mormacdove Mormac NY5/3 Pa5/6 Ba5/8 

4/18 Mormacpenn Mormac Jx5/7 NY5/10 Bo5/14 Pa5/16 Ba5/18 
4/22 Lia Brodin Ba NY 

4/25 Mormacguif Mormac LAS/20 SF5/23 Va5/28 Se5/30 Po6/2 

4/25 Abbedyk Hol-int NY5/14 Bo5/18 Pa5/21 Ba5/22 

4/28 Mormacswan Mormae NY5/19 Pa5/22 Ba5/24 

4/30 Del Santos Delta N05/28 Ho6/2 

5/4 — Hindanger Wes-Lar LA6/12 SF6/15 Po6/21 Se6/23 Va6/24 
5/12 Trader PAB LA6/7 SF6/9 Va6/14 Se6/15 P06/17 
5/15 Arendsdyk Hol-Int NY6/2 Bo6/6 Pa6/9 Ba6/12 

6/9 Seafarer PAB LA7/S SF7/7 Va7/12 Se7/13 Po7/15 
7/2 ~~ Pathfinder PAB LA7/29 Sf7/31 Va8/6 SeB/7 Po8/9 


PORT SWETTENHAM 


4/27 Arnold Msk Maersk NY6/8 
5/27 Oluf Msk Maersk = NY7/9 


PUERTO CABELLO 
4/18 Enid Swed-Am NY5/6 Ha5/10 
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offers a fast fortnightly 
freight service 


between 
GUAYAQUIL 
ECUADOR 
BUENAVENTURA 
COLOMBIA 


NEW YORK 
PHILADELPHIA 
BALTIMORE 


New York Discharging Berth 
Pier 4 New York Docks 
MAin 5-5183 


WEST COAST LINE, INC., AGENTS 


67 Broad Street, New York 4, N. Y. 
WHitehall 3-9600 


PHILADELPHIA BALTIMORE 


B. H. SOBELMAN & CO. STOCKARD & CO. 
BOURSE BUILDING 225 E. REDWOOD ST. 
Lombard 0331 Saratoga 2607 




















SAILS SHIP LINE 
PUNTARENUS 


N / San Benito UFruit Cristobal? 4/22 
/ Nereide Italian LA4/29 SF5/2 Va5/8 Se5/12 Po5/15 
/ Square Sinnet Grace LA5/7 SF5/10 Se5/15 
- Choluteca UFruit Cristobal? 5/3 
Regular service Cstl Nomad Grace LAS/12 SF5/15 Se5/20 
Bresle Independence LAS/12 SF5/15 Se5/21 Va5/22 Po5/25 
+ . Gunners Knot Grace Cristobal’ 5/10 
New fast Norwegian motorships Choicteca UFruit Cristobal? 5/25 
Anchor Hitch — Grace Cristobal’ 5/23 
Tritone Wes-Lar LA6/13 SF6/15 Po6/21 Se6/23 Va6/24 
BRAZIL/U.S. GULF /27 Gunners Knot Grace LA6/13 SF6/16 Se6/21 
Cstl Avnturer Grace Cristobalt 5/30 
Anchor Hitch Grace LA6/26 SF6/29 Se7/4 


COFFEE SERVICE 
RIO de JANEIRO 


Forester PAB LA4/30 SF5/2 Va5/7 Se5/8 Po05/10 
Mormacteal Mormac NY4/25 Bo4/28 Pa4/30 Ba5/2 

Del Valle Delta NO5/2 H05/7 

Uruguay Mormac NY4/30 

Del Norte Delta NO5/1 

Forester PAB LAS/15 SF5/17 Va5/22 Se5/25 Po5/28 
Mormacpenn Mormac NY5/10 Bo5/14 Pa5/16 Ba5/18 

Lia Brodin Ba NY 

Del Aires Delta N05/9 

Mormacgulf Mormac LAS/20 SF5/23 Va5/28 Se5/30 Po6/2 
Grenanger Wes-Lar LAS/22SF5/24 Po6/1 Se6/3 Va6/4 
Argentina Mormac NY5/14 

Del Sud Delta N05/16 

Jachal ArgState NY5/17 

Hindanger Wes-Lar LA6/13 SF6/15 Po6/21 Se6/23 Va6/24 
De La Plata ArgState NY5/31 

Trader PAB LAG/7 SF6/9 Va6/14 Se6/15 Po6/17 
Seafarer PAB LA7/S SF7/7 Va7/12 Se7/13 Po7/15 
Jachal ArgState NY7/5 

Pathfinder PAB LA7/29 SF7/31 Va8/6 Se8/7 Po8/9 


The Northern Pan-American Line, A/S 
OSLO 


Agents 


New: York—Dichmann, Wright & Pugh, Inc., 44 Whitehall St. 


New Orleans—Bieh! & Co., Inc., 1308 National Bank of 
Commerce Building 


Houston—Bieh| & Co., Cotton Exchange Bldg. 
Chicago—F. C. MacFarlane, 209 S. La Salle St. 
Detroit—F. C. MacFarlane, 715 Transportation Bldg. 


MOAVVYVUYUUUMB SERRE SRR SKE 


Santos/Rio—Agencia de Vapores Grieg S/A 
Paranagua—Transparana Ltda. 


Buenos Aires—Iinternational Freighting Corporation, Inc. SAN JOSE 


10 Csti Avnturer Grace LA4/22 SF4/25 Se4/30 

26 Ring Splice Grace LA5/5 SF5/8 Se5/15 

28 Square Sinnet Grace LAS/7 SF5/10 Se5/15 
Gunners Knot Grace Cristobal’ 5/10 











Anchor Hitch Grace Cristobal 5/23 
Cst! Avnturer Grace Cristobal' 5/30 
Gunners Knot Grace LA6/13 SF 6/16 Se6/21 


4 

4 

4 

5 

5 Cstl Nomad Grace LA5/12 SF5/15 Se5/10 
5 

5 

6 

6 Anchor Hitch Grace LA6/26 SF6/29 Se7/4 


SANTOS 


11 Mormacteal Mormac NY4/25 Bo4/28 Pa4/30 Ba5/2 

12 Del Valle Delta NO5/2 Ho5/7 

13. Kim Stockard NY4/28 Ba5/2 

15 Honduras Lloyd NY5/6 

16 Uruguay Mormac NY4/30 
Mormacdove Mormac NY5/3 Pa5/6 Ba5/8 
Del Norte Delta N05/1 
Forester PAB LAS/15 SF5/17 Va5/22Se5/25 Po5/28 
Grenanger Wes-Lar LAS/22 SF5/24 Po6/1 Se6/3 Va6/4 
Mormacpenn Mormac Jx5/7 NY5/10 Bo5/14 Pa5/16 Ba5/18 
Del Aires Delta N05/9 
Uruguai Lioyd NYS/16 
Mormacwave Mormac B05/14 NY5/17 Pa5/20 Ba5/22 Nf5/23 
Abbedyk Hol-Int NY5/14 Bo5/18 Pa5/21 Ba5/22 
Mormacguif Mormac LA5/20 SF5/23 Va5/28 Se5/30 Pa6/2 
Argentina Mormac NY5/14 
Del Sud Delta N05/16 
Jachal ArgState NY5/17 
Mormacswan Mormac NY5/19 Pa5/22 Ba5/24 
Del Santos Delta NO05/28 Ho6/2 
Hindanger Wes-Lar LA6/13 SF6/15 Po6/21 Se6/23 Va6/24 
Arendsdyk Hol-Int NY6/2 Ba6/6 Pa6/9 Ba6/12 
De. La Plata ArgState NY5/31 
Trader PAB LA6/7 SF6/9 Va6/14 Se6/15 Po6/17 
Seafarer PAB LA6/S SF7/7 Va7/12 Se7/13 Pe7/15 
Jachal ArgState NY7/5 
De La Plata ArgState NY7/19 
Pathfinder PAB LA7/29 SF7/31 Va8/6 Se8/7 Po8/9 


ay. WC. 
cS COMPA! 
pissiSsiPrt eerres Consult Our of 


mation 
For Sailiné pa ORLEANS | Louls 
NGTON 
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ORK wast! 
ewicAG® VICTORIA 
4/16 Del Valle Delta NO5/7 
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SAILS 


4/30 
5/12 
5/19 


SHIP 


Abbedyk 
Del Santos 
Arendsdyk 


CALCUTTA 


4/20 
4/20 
4/23 
5/7 


co 


4/13 
4/22 


MADAAYVYVUWS 
Anre nN 
NwWn ” 7 


e-NOnNe 
Anew 


City-Capetwn 
City - Evnsvile 
Malakand 
City-Sngpre 


LOMBO 


Silverwave 
Silverwalnut 
Jav- Prince 
Arnold Mrsk 
Cing- Prince 
Limburg 
Lombok 
Oluf Mrsk 
Silverbriar 
Brit- Prince 
Silvermaple 
East - Prince 


DJAKARTA 


4/15 
5/3 

5/11 
5/20 
6/11 


HONG KONG 


AVE EP EF®- Seer 


AAvVUYUUUsSeEE 
CUE 


JAVA PORTS 


4/16 
5/27 
6/19 


Flying Clipper 
Arnold Mrsk 
Flying Trader 
Oluf Mrsk 

Sir Jo Hop 


Mail 

Madison 
George Lekbch 
Taft 

Trein Mrsk 
Cleveland 
Dale 

Flying Clipper 
Pierce 

Bay 

Peter Mrsk 
Wilson 
Harrison 
Wave 

Flying Trader 
McKinley 
Cleveland 
Wave 


Cing- Prince 
Brit - Prince 
East - Prince 


KOBE 


4/13 
4/13 
4/15 
4/16 
4/20 
4/22 
4/24 


Tide 

Remsen Hghts 
Mail 

Edgar Lekbach 
Cleveland 
George Lekbch 
Trein Mrsk 
Dale 

Flying Clipper 
Bay 

Pierce 

Peter Mrsk 
Indian Bear 
Wilson 
Harrison 
Flying Trader 
Cleveland 
McKinley 
Wave 

Taft 

Sir Jo Hop 


RIL, 1951 


DUE 


NY5/14 Bo5/18 Pa5/21 Ba5/22 
N05/28 Ho6/2 
NY6/2 B06/6 Pa6/9 Ba6/12 


LINE 


Hol- Int 
Deita 
Hol- Int 


TEA BERTHS 


Ell-Buck Bo5/22 NY5/24 Pa5/27 Nf5/29 NN5/30 Ba6/1 
Ell-Buck MI6/51 

Cunard Bo NY Pa Ba Nf 

Ell-Buck Bo6/8 NY6/9 Pa6/13 Nf6/15 Ba6/17 


LA5/17 SF5/20 Po5/25 Se5/28 Va5/31 
LA6/6 SF6/11 P06/17 Va6/19 Se6/23 
Ha5/20 Bo5/22 NY5/24 

NY6/8 

Ha6/8 B06/10 NY6/12 

LA6/17 SF6/20 P06/25 Se6/28 Va7/1 
LA7/6 SF7/11 Po7/17 Va7/20 

NY7/9 

LA7/17 SF7/20 Po7/25 Se7/28 Va7/31 
Ha7/16 Bo7/19 NY7/21 

LA8/6 SF8/11 Po8/17 Va8/20 Se8/25 
Ha8/10 Bo8/13 NY8/15 


Silver 
Silver 
Prince 
Maersk 
Prince 
JavPac 
JavPac 
Maersk 
Silver 
Prince 
Silver 
Prince 


Isbrandtsen NY6/12 
Maersk NY6/23 
Isbrandtsen NY7/10 
Maersk NY7/9 
Isbrandtsen NY8/15 


NY5/29 
SF5/8 LAS/12 
SF5/3 LAS/8 
SF4/29 LAS/3 
NY6/1 


Pioneer 
Am- Pres 
PacFar 
Am- Pres 
Maersk 
Am-Pres SF5/4 

Pioneer NY6/10 
Isbrandtsen NY6/12 
Am-Pres SF5/23 LAS/27 
Pioneer NY6/17 

Maersk NY6/15 
Am-Pres SF5/26 LAS/31 
Am-Pres SF6/12 LA6/16 
Pioneer NY7/24 
Isbrandtsen NY7/10 
Am-Pres SF6/22 LA6/26 
Am-Pres SF6/20 LA6/25 
Pioneer NY7/24 


Ha6/8 Bo6/10 NY6/12 
Ha7/16 Bo7/19 NY7/21 
Ha8/10 Bo8/13 NY8/15 


Prince 
Prince 
Prince 


Pioneer NY5/27 
Isbrandtsen NY5/22 
Pioneer NY5/29 

PacFar SF4/28 LA4/30 
Am-Pres SF5/4 

PacFar SF5/3 LA5/8& 
Maersk NY6/1 

Pioneer NY6/10 
Isbrandtsen NY6/12 
Pioneer NY6/17 
Am-Pres SF5/23 LA5/27 
Maersk = NY6/15 

PacFar SF5/22 LAS/24 « 
Am-Pres SF5/26 LAS/31 
Am-Pres SF6/12 LA6/16 
Isbrandtsen NY7/10 
Am-Pres SF6/20 LA6/25 
Am-Pres SF6/22 LA6/26 
Pioneer NY7/24 
Am-Pres SF7/7 LA7/11 
Isbrandtsen NY8/15 





Coffee Cargo 
Service... that 
understands your needs 


Pacific-Argentine- 

Brazil Line, with its fleet 
of modern C-3 ships, speeds 
coffee shipments from 
Brazil ports to Pacific 
Coast coffee centers. It is 
experience that counts! 


Expert handling 
all the way 


all principal ports 


v 


PACIFIC-ARGENTINE- 
BRAZIL LINE INC. 
POPE & TALBOT, 
INC., AGENTS 


POPE & TALBOT 


[LINES / 


Accommodations 
for 12 
Passengers 


PACIFIC * ARGENTINE + BRAZIL LINE 
PACIFIC WEST INDIES + PUERTO RICO 
PACIFIC AND ATLANTIC INTERCOASTAL 


EXECUTIVE OFFICES ¢ 320 CALIFORNIA ST.* SAN FRANCISCO 4 


MEDITERRANEAN 


BLACK SEA RED SEA INDIA 


PAKISTAN CEYLON BURMA 


AMERICAN Export 
LINES 


37-39 Panssiceciosnicts New York 6, Laci 











Prompt Service on 
COFFEE 
SHIPMENTS 
from BRAZIL 


INTERNATIONAL FREIGHTING CORPORATION, INC. 


17 Battery Place, New York City—Phone Digby 4-2800 
Pier 2, Erie Basin, Brooklyn, N. Y.—Phone MAin 5-3158 
BRAZIL—Agencia Johnson, Ltda., Rio de Janeiro, Santos & Sao Paulo 


Agents: 

CHICAGO, ILL.—F. C, MacFarlane—209 S$ PITTSBURGH, PA. — Lamark Shipping 
La Salle St Agency—202 Henry W. Oliver Bidg 

BALTIMORE, MD. —The Hinkins Steamship NEW ENGLAND — Roger H. Neidlinger — 
Agency, Inc. —Munsey Bldg Westport, Conn 

DETROIT, MICH —F. C. MacFartane—715 CANADA-Cunard Donaldson, Ltd., Montreal 
Transportation Bidg and Toronto 

PHILADELPHIA, PA.—B. H. Sobelman & BUENOS AIRES—Avenida Pte. julio A 
Co., Inc., Bourse Building Roca-710 


Pleasant accommodations for 12 passengers on all IFC ships 
WHEN YOU SHIP BY SEA—CONSULT IFC 
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SHIMIZU 


4/12 Hulda Mrsk Maersk = =NY5/19 
4/15 Norden Maersk NY5/29 
4/15 Tide Pioneer NY5/27 
4/17 Mail Pioneer NY5/29 
4/29 Dale Pioneer NY6/10 
5/1 Trein Mrsk Maersk = NY6/5 


TANGA 


4/25 Afr Moon Farrell NY6/1 
5/15 Afr Crescent Farrell NY6/21 


YOKOHAMA 


Edgar Lckbch =PacFar SF4/28 LA4/30 
Hulda Mrsk Maersk = NY5/19 

Tide Pioneer NY5/27 

Remsen Hghts Isbrandtsen NY5/22 
Norden Maersk NY5/29 

Mail Pioneer NY5/29 

George Leknbch PacFar SF5/3LA5/8 
Cleveland Am-Pres SF5/4 

Madison Am-Pres SF5/8 LA5/12 
Dale Pioneer NY6/10 

Canada Bear PacFar SF5/16 LAS/21 
indian Bear PacFar SF5/22 LA5/24 
Bay Pioneer NY6/17 

Flying Clipper Isbrandtsen NY6/12 

Pierce Am-Pres SF5/23 LA5/27 
Wilson Am-Pres SF5/26 LA5S/31 
Peter Mrsk Maersk NY6/15 
Harrison Am-Pres SF6/12 LA6/16 
Flying Trader = Isbrandtsen NY7/10 
Cleveland Am-Pres SF6/20 LA6/25 


ViViYiYVuUYUuUuUuUWb eek KKK & 


an 
an 


‘Accepts freight for Atlantic and Gulf ports with transshipment at Cristobal, C. Z. 
Accepts freight for New York, with transshipment at Cristobal, C. Z. 
With transshipment at Colombo. 


AULA TU LL 


Suggest remedies for Brazil port congestion 

A commission has been studying the congestion prevalent 
at several Brazilian ports and has presented its conclusions 
to the Minister of transport, it is reported by the bulletin 
of the American Brazilian Association. 

The suggestions that would have most immediate results 


| call for—extending the working hours of customs inspectors 


who now work only five hours per day from 11 a.m, to 
p-m.; increasing storage charges which, at present, are 

lower in pier warehouses than in private ones; holding more 

frequent auctions of confiscated and abandoned goods. 


Farrell to suspend Angola ouftport calls for time being 


In view of unsettled conditions and the need to turn ves- 
sels around as quickly as possible, the Farrell Lines will give 
up calls at Ambriz, Ambrizette, Port Amboin and other 
Angolese outports for the time being. 

This decision was revealed by W. Clifford Shields, vice 
president of the Farrell Lines, following a meeting arranged 


by the New York City Green Coffee Association of members 


of the trade interested in Portugese West Africans. The 
purpose of the meeting was to discuss shipping difficulties 
from that country in receft months. 

At the meeting, it was suggested that it might be helpful 
if the Farrell Lines in New York City were advised of the 
trade's requirements for any particular shipping period. This 
suggestion was forwarded to the Farrell Lines by Fred C. 
Byers, chairman of the traffic and warehouse committee of 
the association. 

In the past the Farrell Lines served Ambriz and Am- 
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brizette quite regularly as an accommodation to Angola ship- 
pers and American buyers of Portugese West African coffees, 
Mr. Shields pointed out in reply.” 

“Recently, however, unavoidable port delays along the 
West African coast would have completely disrupted our 
schedule had we not been able to call in an extra ship which 
was serving in Korea,” he said. “In view of unsettled con- 
ditions and the necessity for turning our vessels around as 
quickly as possible, we shall have to give up calls at Ambriz 
and Ambrizette, Port Ambion and other Angolese outports 
for the time being.” 


Number of coffee trees in Brazil 
(Continue from page 32) 


continued to decline until 1944 or 1945. Planting was fairly 
heavy in Sao Paulo in 1942 and 1943, amounting respectively 
to 40 million and 68 million trees, according to estimates of 
the Sao Paulo Superintendency of Coffee Services. How- 
ever, according to estimates from the same source, in the 
three-year period 1943-45, more than 278 million trees, or 
nearly one-fourth of the total in that state, were eliminated. 

In 1945 or 1946 the trend was reversed. Prices of coffee 
and prospects for the future of the product were improved by 
the ending of the war and the lifting of ceiling prices in the 
United States. The rate of new planting increased and that 
of abandonment decreased. An estimate of the number of 
trees on July Ist, 1949, released this year by the National 
Coffee Department, shows a total of 2,278 million trees, or 
two per cent more than the 1942 total. 

In the seven-year period Sao Paulo lost about eight per 
cent and Rio de Janeiro one-fourth of the number existing in 
1942. However, these decreases were more than offset by 
increases in Parana and Espirito Santo, where the number 
of trees increased by 175 per cent and 63 per cent, respec- 
tively, according to the available statistics. 


Since 1944 

The Ministry of Agriculture has estimated the number of 
bearing trees since 1944 as follows: 1944, 2,039,674,000; 
1945, 2,078,287,000; 1946, 2,099,096,000; 1947, 2,078,- 
538,000; 1948, 2,105,352,000; 1949, 2,147,326,000. 

The National Coffee Department's latest estimate of the 
number of trees does not include the new planting of 1949- 
50, nor that of the planting season now approaching a close. 
Including the most recent plantings it is likely that the total 
number of trees in Brazil has risen to nearly 2.4 billion. 


Ask end of coffee import ban in Cuba 


Grocery stores in Havana and many other Cuban towns 
were without coffee recently as a result of a dispute over the 
price. 

The union of coffee vendors, apparently in support of 
roasters, has refused to continue distributing coffee until a 
government commission appointed to go into the price ques- 
tion reaches a decision. 

Roasters comp/ain they cannot obtain the green bean at the 
official price and‘ have to go into the black market to keep 
plants operating. They also said they cannot buy at black 
market prices and sell to retailers at official prices. Also, 
they have been asking the government for some time past to 
authorize imports of coffee, in order to normalize the market 
eliminating clandestine sales. 

The vendors want the government to solve the green bean 
supply problem, so that dismissed vendors may be reinstated. 
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Ship via 
Grancolombiana 


Regular Sailings between the coffee ports of 


Colombia 
Ecuador 
Venezuela 
and New York 
New Orleans 
Montreal 


25 ships serving 
the Top market 
in South America 


Other ports as cargo offers. 
Bre “Gig ncolombiane 


Tronsportadora Grancolombiana, Ltda. 
General Agents, 52 Wall St., N. Y. 5, N. Y. 


exemafthoeme 
aitiiedaiy Satna 
eet 


Cable Address: Grancolomb 
Whitehall 3-7207 





MOORE-McCORMACK 


MVS 


AMERICAN 
REPUBLICS 
LINE 


Freight and Passenger 

Service between East j prazi. AY 
Coast of United States ) ARGENTINA 
and the countries of 


Freight and Passenger 
Service between West 
Coast of United States 
and the countries of 


PACIFIC 
REPUBLICS 
LINE 


BRAZIL 
URUGUAY 
) ARGENTINA 


NORWAY 
Freight and Passenger | DENMARK 
Service between East ) SWEDEN 
Coast of United States | POLAND 


AMERICAN 

SCANTIC 

LINE ond the countries of FINLAND 
RUSSIA 


For complete information apply 


MOORE-McCORMACK LINES 


5 Broadway, New York 4 
Offices in Principal Cities of the World 














How we cracked the bottleneck in “sequence” roasting 


(Continued from page 11) 


not feasible at the old buildings, which would give us a 
maximum capacity for our roasters. 

To clarify this, let me explain that we roast each kind of 
coffee individually, according to its characteristics. The pro- 
portion of each type of coffee used, in bags, is such that we 
could not use the full capacity of the roasters most of the 
time. Also, it was necessary to roast the requirements of the 
blend in sequence until a full blend had been collected and 
was ready to be mixed. 

To get around this inefficient bottleneck, we installed eight 
hoppers, each with a 7,000-pound capacity, in which the in- 
dividual green coffees could be segregated. As the bags of 
green coffee are dumped from any of the storage floors, they 
are put through cleaners and stoners and are then directed 
to their assigned hoppers on the roasting floor. 

Controls alongside the bank of roasters are operated to re- 
lease the coffee from the hoppers, as needed, into one of two 
500-pound scale hoppers on the floor below. The scale 
register, next to the control handles, indicates the pounds. A 
bucket elevator then distributes the coffee to the roasters. 

After roasting and cooling, the coffee is assigned to one of 
a duplicate battery of eight hoppers for temporary storage. 
When a blend is made, the coffee is rel¢ased from these in- 
dividual hoppers in their proper proportions, i pounds, into 
a 3,000-pound scale hopper. From this scale hopper, the 
coffee is directed into one of three enormous mixers. After 
mixing, the coffee is sent down to the grinding and packing 
floors. 

Using this method, we have doubled the capacity of our 
former roasting plant with only two ‘additional roasters, 
eliminating the bottleneck of “sequence’~ roasting. 

Founded 52 years ago 

Jos. Martinson & Co., Inc., was founded in 1899 by the 
late Joseph Martinson in small premises on Pearl Street. 
Development of the firm lead to expanded quarters on Old 
Slip and, in 1922, to the newly vacated buildings on Water 
Street. The present move represents the first time in history 
that the company has left the Wall Street area. 

The present management of the firm was trained over a 
long period of years by the late founder. The writer person- 
ally supervises the selection and purchase of the green coffees 
that are used in the well-known blend. He is ably assisted 
by a group of executives who have all been with the firm 
between 15 and 30 years. 

Jerome S. Neuman, executive vice president, is in charge 


of production and sales. Mr. Neuman is also chairman of 
the public relations committee of the National Coffee As- 
sociation. Mrs. Lillian Blum, treasurer and personnel man- 
ager, has been associated with Jos. Martinson & Co., Inc., 
for three decades. Morris Goldes, in addition to his duties 
as secretary and comptroller, assists Mr. Martinson in the 
green coffee department. Mrs. Joseph Martinson, Sr., is 
still active, as she has been in the past, as vice president in 
charge of advertising and merchandising. 

With the current expansion program, it is hoped that 
Martinson’s Coffee will enjoy a volume sufficient to permit 
an extension of its sales coverage throughout a larger area 
of the country. At present, sales are concentrated for the 
most paft in Metropolitan New York, New Jersey and Con- 
necticut, with distributors in Philadelphia, Washington, D. 
C., and Southern Florida. 


Coffee goes to blazes with Dallas firemen 


The Dallas Fire Department has a couple of warm new 
friends called Walkie-Koffees, which go to blazes right 
along with the firemen. 

Walkie-Koffee is a portable coffce-dispensing gadget 
which can be strapped onto a man’s shoulders like an 
accordion, 

The Oak Cliff Rotary Club recently, gave the Salvation 
Army, a Community Chest agency, two Walkie-Koffees. 
They have already gone to several spectacular fires on the 
shoulders of Salvation Army people. 

Each Walkie-Koffee weighs 25 pounds and holds 80 
cups of coffee. The unit is insulated, so it can be com- 
fortably carried. The SA workers take doughnuts along to 
serve with the coffee. 

Fire department officials notify SA Capt. F. M. Gough 
whenever a fire gets out of control and it appears that fire- 
men will be on the job a long time. 

Fire Chief C. N. Penn said the coffee service has proved 
especially valuable at night fires when the cold makes fire 
fighting more difficult. 


Volume down, value up 

Exports of green coffee from the Dominican Republic 
declined from 239,855 bags in 1949 to 214,290 bags in 
1950. However, the value of these exports increased from 
$9,211,000 in 1949 to $12,341,000 in 1950 because of 
much higher coffee prices. 





Coffee Exporters 
SANTOS - BRAZIL 


‘MALZONI & CO., LTD. 





Represented in all U.S.A. by 
OTIS, McALLISTER CO. 








We hereby announce that the Cup | 
Brew Coffee Bag Co. of Denver, Colorado, is 
the exclusive licensee under all our patent 
rights relating to the packaging of coffee 
in individual service bags. 


Any party interested in having his 
coffee packed in individual service bags under 
these patent rights should contact the Cup 
Brew Coffee Bag Co. 1715 Logan Street, 
Denver, Colorado. 


KOFFY-PAK CORP. « CHICAGO, ILL. 
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Movement In The U. S. Market 
* (Figures in 1,000 bags) 


September 
October 

November 
December 


January 
February 
March 


January 
February 
March 


Visible Supply—ist of Month 
Brazil Others Total 
1,047 439 1,486 
1,271 385 1,656 
1,258 387 1,645 
1,623 359 1,982 


“Total 
1,776 
1,665 
1,921 
1,763 


1,612 
1,422 
1,324 
1,469 
1,171 

1,243 
1,621 
1,418 
1,420 
1,301 
1,337 


1,273 339 
1,046 376 
813 511 
885 584 
715 456 
805 438 
1,152 469 
1,050 368 
1,073 347 
932 369 
909 428 


1,706 
11518 
127 

1288 
1,197 
1,522 
2,092 
1774 
1'912 
1,324 
1279 


1,374 
1,489 
1,684 


1,779 


1,899 


1,019 355 
1,051 438 
1,244 440 














The Coffee Outlook 


As was to be expected, figures for coffee imports during 
1950, as compared to 1949, are being thrown off by the 
peculiarities of the market during these years. 

On the face of it, the quantity imported into the United 
States was 14 per cent less last year than the year before, ac- 
cording to Census Bureau compilations. 

But the figures alone do not take into account the fact 
that imports in the latter part of 1949, spurred by the rapid 
Price rise, were abnormally large. Some of that coffee, prob- 
ably a considerable portion, was carried. over into 1950. 

The point is, the difference in import levels cannot be at- 
tributed to a drop in consumer demand. Consumption 
trends can only be figured over a much longer period, and 
certainly not on the basis of figures embodying such abnormal 
developments. 

Was there a decrease in coffee consumption last year? 
Most everyone in the trade will agree there was, The dif- 
ferences arise when the question of how much of a decrease 
is considered. 

The Census Bureau offers an answer, which you can take 
or leave. They say: ‘‘Since both visible and invisible stocks 


of coffee were materially smaller at the end of 1950 than a 


: year earlier, it is estimated that the decrease in coffee con- 


sumption was under ten percent.” 

While, as a matter of record, coffee imports did drop last 
year by 14 per cent compared to 1949, the value of these 
imports rose 37 per cent. 

The 1950 imports of 18.4 million bags were valued at 
$1,090,000,000, as against 1949's 22.1 million bags valued 
at $793,000,000, 1948’s 20.9 million bags at $697,000,000, 
and the annual prewar average (1935-39) of 13.9 million 
bags valued at $140,000,000. 

Per pound, the import valuation, as figured by the Census 
Bureau, rose from a prewar average of 7.6 cents to 25.1 
cents in 1948, 27.2 cents in 1949, and 44.7 cents in 1950. 

This country practically doubled its coffee imports from 
Africa and Asia last year, compared to the 1949 levels. In 
1950, we brought in 825,000 bags from Africa and 41,000 
from Asia, as against 427,000 and 21,000 the year before. 

South American countries supplied only 76 per cent of 
our coffee last year, compared to 82 per cent in 1949, 84 
per cent in 1948 and 84 per cent in the prewar period. The 
difference was taken up by imports from Central America 
and Mexico, as well as Africa. 





Serving The Coffee, Tea & Spice Trade For Many Years 


Brookhattan Trucking Co., Inc. 


57 FRONT ST. NEW YORK 4, N. Y. 
BOwling Green 9-0780 


Import, Export and Bonded Trucking 





Riverfront Warehouses 


Bowne Morton’s Stores, Inc. 


611 SMITH ST. BROOKLYN, N. Y. 
MAin 5-4680 
N. Y. Phone: BOwling Green 9-0780 
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Coffee Trade Roasters 


H. MILLS MOONEY & SON, INC. 


20 FULTON STREET, NEW YORK 7, N. Y. 
Telephone: WHitehall 4-5138 
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FREDK. EDWARDS & SONS 
120 WALL STREET, NEW YORK 


MEMBER: TEA ASSOCIATION OF THE U.S.A. 


TEAS 


AGENTS FOR MANUEL SARAIVA JUNQUEIRO 


GEO. WILLIAMSON & CO. 
LONDON, ENGLAND MOZAMBIQUE, PORTUGUESE E. AFRICA 
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and : LIAZI AGRICOLA LTD. 
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GEO. C. CHOLWELL & CO., Ine. 


Established 1876 — 74th Year 
“Whose name is known wherever tea is qrown ‘id 





40 WATER STREET Member, Tea Association 
4-6 COENTIES SLIP, N. Y. C. of the U. S. A. 


Agents U. S. A. for Alex. Lawrie & Co., Ltd., London, England; Balmer Lawrie & Co., Ltd., Calcutta, India; 
Betts Hartley & Huett, Ltd., London, Calcutta, Colombo 


























IT'S AMERICA'S FAVORITE TEA~ } 


LIPTON TEA! 


BRISK Fi AVOR~NEVER FLAT ! 

















CONSISTENT QUALITY through the years has 
made Lipton the largest tea grower and dis- 
tributor in the world. Today, more people 
drink Lipton Tea than any other brand, be- 
cause it’s brisk ... full-bodied ... refreshing! 
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John J. Roddy 


Rarely has the coffee industry been as stunned as by 
the news that John J. Roddy had passed away. 

Probably it was the very quality in Mr. Roddy which 
endeared him so to his many friends that made the news 
of his death so unbelievable. More than anything else, 
“Roddy” was brimful of life. He was dynamic and tire- 
less and generous of his time and his energies. 

“Roddy” will be missed, keenly missed, by the coffee 
industry, not only on the Pacific Coast but throughout the 
country and in the producing countries as well. 


Tailor-made for tea 


You may notice, when you go past this page, the de- 
tailed story on the Lipton plant in Galveston, Texas. 

There are two reasons behind our spotlighting of this 
new, million-dollar tea plant. 

One reason is that we feel the establishment of this 
plant indicates, when taken together with other factors, 
the opening of a new era for tea in the South. 

A decided expansion of the market for tea in the 
South is likely. The new factories—Lipton’s in Galveston 
and Tetley’s last year in Savannah—were undoubtedly 
established to meet an existing, rising demand. At the 
same time, the opening of the plants in the South will 
inevitably serve as a stimulant for further expansion in 
the region. 

The second reason for the detailed story on Lipton’s 
Galveston plant is more direct. This plant is probably 
the only one of its size which is tailor-made for tea, from 
initial planning right through to final construction. it 
therefore represents advanced technology in tea packing 
—and as such requires emphasis accordingly. 

The plant contains so many ideas—some of them small 
in themselves—which save time and effort, that tea pro- 
duction men everywhere will find the article of consider- 
able interest. 

One other aspect of Lipton’s Galveston story should be 
mentioned. From the very beginning, Lipton was highly 
cognizant of the public relations problems involved in the 
establishment of a large plant in a community. 

Through newspaper articles, Galveston was kept well 
informed of the progress being made on the plant. De- 
tails about the plant—the way it would work, the pro- 
visions being made for the safety and comfort of em- 
ployees—were passed along to the public. 

Finally, when the plant was ready to open, Galveston 
was invited to attend an open-house party, and a sur- 
prisingly large proportion of the population did. 

In the material Lipton passed out to visitors, the com- 
pany emphasized that the Galveston plant was part of the 
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historical development of tea—a history interwoven with 
the history of our own and other nations—and part of an 
industry which today has profound world-wide import- 
ance. 

To Galvestonians generally, and to employees in the 
plant particularly, Lipton’s seventh unit is not just another 
plant. Rather, it’s part of a vital, important process. 
Conveying that kind of understanding is good public 
relations. 


Iced tea's big push 


The Tea Council's big push for iced tea has been gather- 


"ing momentum. In cities throughout the country, Council 


representatives have been sparking tea, grocery and res- 
taurant trade meetings to build support for the all- 
summer-long campaign—and the drive is beginning to 
roll, 

If any tea packer hasn't already done so, now is the time 
for him to line himself up with the campaign. We can 
cite good, sound industrywide reasons for his doing so. 
Such as the fact that maximum effort by the maximum 
number of packers will boost overall tea sales this sum- 
mer to the highest possible notch. 

While these reasons carry weight at any time, let’s put 
them aside for the moment. 

If you are a packer who, whatever the reason, has not 
yet acted to get behind the iced tea drive, look at it from 
the viewpoint of what it means to yourself. 

It means that you are probably moving into the sum- 
mier season in a routine way, with no special effort. If 
you are, it will probably be a mistake. Your competitors 
won't be going at iced tea sales in a routine way. 

Tt means your salesmen will be untouched by the en- 
thusiasm which competitive salesmen are picking up from 
the drive. 

It means that your customers—grocery or restaurant— 
will not, in your case, have the pre-selling which is being 
beamed at them by national advertising, trade paper ad- 
vertising and merchandising meetings. 

It means that you will be depriving yourself of the 
merchandising aids which participation in the drive makes 
possible. Such aids as point-of-sale posters, die-cut dis- 
play cards, department markers, promotion calendars for 
your salesmen to use with their grocery customers. Or 
back-bar strips, menu tip-ons, recipe cards, case history 
brochures for your salesmen, aimed at the restaurant 
market. 

From your own viewpoint, therefore—your own volume 
and your own profits—you'll find it pays to get behind 
the drive. 

And if the industry as a whole advances a mite more 
because of your efforts, that wont’ hurt, either. 
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Tatlor-made for tea — Lipton’s 


Inhabitants of Galveston, Texas, were vastly excited on a 
recent Friday when Thomas J. Lipton, Inc., put into oper- ' 
ation the new million-dollar tea plant and warehouse it had 
constructed in that Gulf port city. A surprisingly large seg- 
ment of the population jam-packed the Galveston Tea Party, 
an open-house event arranged by Lipton to mark the official 
launching of the plant. 

Opening-day excitement will, undoubtedly, taper off, but 
Galvestonian elation will continue. The new plant adds to 
the city nearly a million dollars in annual payroll. 

To members of the tea industry, the opening of the plant 

Lipton’s seventh in this country—carries particular signi- 


ficance. Taken together with other developments, it points 


up a probable trend: that the South will expand decisively as 


a market for tea in the years ahead. 
From a production viewpoint, the Galveston plant is a tea 


man’s delight. It was built, from the ground up, for the 


Raw tea arrives from India, Ceylon in ships which dock at piers within 
a few hundred yards of the plant. To carry tea chests to plant, modi- 
fied cotton trailers are used, hauled by tractors. 


On fifth floor, tea to be processed travels on conveyors to chest- 
opening stations like this. Operator slices open top with electric 
Skilsaws mounted in pre-adjusted hinged frames. 
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' 
;urpose of protessing tea—probably the only major tea plant 
constructed in recent years which is tailor-made for the job. 

In dozens of different ways—from basic arrangement of 
piant and warehouse to such little things as height of con- 
veyor rails—the factory is constructed to handle tea as efh- 
ciently as possible. 

Behind the planning was quiet-spoken, English-born Eric 
H. Feasey, Lipton’s general production manager on tea. Mr. 
Feasey was able to bring to the designing of the new factory 
a vast practical experience, going back to 1921, when he 
joined the Lipton company in London. In charge of Ameri- 
can and Canadian plants for Lipton since 1939, Mr. Feasey 
is also responsible for new plant location, layout and design. 

The Galveston plant is not the first tea factory Mr. Feasey 
has designed. He also planned and established the Lipton 
unit at Streator, Ill, which started production in April, 1947. 
The Galveston unit is, of course, the newest. It is also, prob- 
ably, the world’s most modern tea factory. 

Financed by Galveston Wharves and located on Galveston 
Wharves property, the new Lipton unit comprises a five-story 
reinforced concrete factory building and a one-story ware- 
house about 435 feet long and 100 feet wide. Working area 
in the buildings totals about 130,000 square feet. 

These statistics indicate plenty of elbow room, which is a 
fact worth noting—but they don’t by themselves, shed light 
on how this space is used. 

For one thing, the plant is completely air-conditioned, the 
year ‘round. In hot, humid Galveston, this factor is indeed 
an asset—to personnel, of course, but also to material, be- 
ginning with the tea itself. 

The lower the humidity, the better tea retains its keeping 
qualities and flavor, and in this air-conditioning set-up the 
emphasis is on dehumidification. A relative humidity of 
about 50 per cent is maintained. 

Apart from the effect of the air-conditioning on the tea in 
the plant, it also leads to greater uniformity in the character- 
istics of other materials involved in tea packaging—carton 
board, tea bag paper, thread, etc. In these materials, which 


From chest-opening stations, cases move to these sifting-and-cutting 
machine hoppers. Roller conveyor is narrow here, with higher back 
rail, for easy lift and tip-over into hopper. 
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Galveston plant 


move through high speed automatic machines in the plant, 
uniformity is highly desirable. Lack of it can lead to pro- 
duction snags. 

As part of the climate conditioning in the plant, heat ab- 
sorbing glass was installed in all windows except those on 
the north side. The structure of this glass is such that it 
traps heat instead of letting it through into the interior of the 
building. You can feel the difference. The special glass is 
warm to the touch when ordinary glass, right beside it, is 
cool. The special glass, which also reduces glare, will prob- 
ably pay off in dollars and cents. Estimates, yet to be veri- 
fied in actual operation, say the glass will cut air-conditioning 
costs by 15 per cent. Office windows on the first floor are 
further protected by jalousies. 

Raw tea arrives in ships from India and Ceylon which dock 
at deep-water piers close to the plant. So close, in fact, that 
when a ship docks at a pier three or four hundred yards away, 
it is considered far! 

To transport the tea from the ship to the plant, cotton 
trailers are used—modified for the handling of tea chests. 
These trailers are four-wheeled jobs, about four by eight feet, 
hitched to each other and pulled by a motor tractor in trains 
of four or ten or a dozen, any number that’s convenient. 
Ordinarily flat-bedded, the trailers have been given sides to 
keep the tea chests from sliding off. 

Laden trailers are hauled up a ramp on the east end of the 
plant’s loading platform, which extends the entire length of 
the building. The trailers are run to an especially designed 
tray elevator, a chain conveyor which can lift from six to 
eight chests a minute to the top two floors of the plant, where 
the tea is chopped out. The empty trainers are hauled away 
via the ramp on the west end of the loading platform. 

The plant is designed to work from the top floor down, 
and the height of the building is used to speed the flow of 
processing, packing and distributing the tea. 

On the fifth floor and on the fourth floor are areas for 
storage of raw tea coming off the tray elevator. When tea 
is sent from the fourth floor to the fifth floor to begin pro- 


Sifted and cut tea drops, via chutes, into blending drums like this 
one, on fourth floor. Blended tea is emptied, as here, onto a belt 
conveyor, and one operator controls destinatioon. 
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Galveston plant, efficient inside, has clean, modern exterior. 


cessing, it travels up on the tray elevator. 

Apart from this elevator, material can also be transported 
vertically inside the plant via a 10,000-pound capacity freight 
elevator. 

The tea tasting department, where Lipton experts work 
but the company blend, is located, sensibly, on the fifth floor. 
Here the experts can readily check on the incoming tea and 
make selections for blending. 

On this floor, tea chests which are to be processed travel 
on their sides on conveyor belts to chest-opening stations. 
Here the chests are upended and an operator, using an elec- 
tric Skilsaw set into a hinged frame, slices open and removes 
the top. The saws are so adjusted that sawdust does not drop 
onto the paper linings. 

From the chest-opening stations, the cases move on a roller 
conveyor line to hoppers of the sifting and cutting machines. 
At this point, one of the seemingly small modifications which 
make for more efficient handling has been introduced. 

In front of the hoppers, the conveyor becomes narrow, so 
that the bottom of the chest overhangs the outside edge. The 
result is that the operator who empties the chest into the hop- 
per can grab the bottom of the chest easily. Moreover, the 


Conveyors near third-floor ceiling, controlled by same operator, carry 
blended tea to feed hoppers which go down through floor to packag- 
ing units. Area is also used to store supplies. 
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E stablished in 1867, the house of Lawrie has 
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conveyor rail on the side next to the hopper has been raised 
several inches above the level of the rollers. When the op- 
erator lifts up the front of the chest, the back, at the bottom, 
stubs against the rail and the case tilts over easily to empty 
into the hopper. 

Above these hoppers, as at other key places in the plant, 
are hoods which suck in dust-laden air. This air is blown 
through ducts to machinery on the first floor which extracts 
the dust. The pure air is then recirculated by way of the 
freight elevator shaft. 

From these hoppers, the empty chests move automatically 
on a conveyor line to an incinerator, where they are burned. 
When a chest nears the incinerator, it breaks an electric eye 
beam, causing an outer door to the disposal unit to open. 
The chest travels through a second door before it is in the 
incinerator proper. 

In an emergency, the tray elevator can be used to take 
empty chests down to the shipping floor for disposal. 

In the sifters, any bits of wood broken off from the chests 
ard foil or paper from the lining of the chests which might 
have fallen into the tea are extracted. Electromagnets in the 
sifters also pick out nails and other metal particles which 
night be present. 

Cutters in these machines reduce in size any exceptionally 
large leaves, to achieve a uniformity for the packaging pro- 
cess. The degree of the cutting can, of course, be controlled. 

From the sifters and cutters, the tea drops, via chutes, into 
huge blending drums on the fourth floor. After blending, 
the tea is emptied from the drums onto a belt conveyor. At 
this point, as at other spots where dust is likely to arise, hoods 
trap the air for purifying by the dust-extracting unit. 

One-man controls 

On this floor are controls which allow one operator to de- 
termine just where the blended tea is to go. The conveyor 
carrying the tea from the drums feeds it to a system of con- 
veyors on the floor below, just under the ceiling. Via this 
system, the control man on the fourth floor can switch the 
tea into any of a number of huge stationary hoppers on the 
tkird floor. These hoppers extend through the floor to feed 
tea to the packaging machines on the second floor. 

The third floor is also used to store manufacturing sup- 
plies, such as shipping containers, cartons, tags, tea bag 
strings, etc. 

Packaging is done on the second floor. Tea from the feed 
hoppers is funneled into tea bagging machines and, for loose 
tea, into carton filling units. 

The tea bagging and carton filling machines are Pneumatic 
Scale Corp., Ltd., units. Cartons for the loose tea and tea 
bags are formed, lined and closed on machines supplied by 
the Package Machine Co. This company also made the 
equipment which wraps cellophane around the cartons. The 
cartons are then packed in shipping cases which are sealed 
by the J. L. Ferguson Co.’s Packomatic units. 

The floor of the packaging area is surfaced with a slip- 
proof tile—Tuff-Tex Industrial Flooring—so hard that heavy 
packaging equipment can be set down on top of it without 
doing it any damage. The tile is a marbelized green, with 
off-white strips marking the aisles. 

An elaborate conveyor system takes the cases of packaged 
tea to a chute which sends them to the ground floor, for 
storage or shipment. 

On the first floor, conveyors pick up the process. Cases 
destined for storage travel on a conveyor out of the plant and 
across to the warehouse. Between the buildings, the conveyor 
is protected from the weather by a roof. Cases to be shipped 
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Feed hoppers extend through second floor ceiling to supply tea to 
packaging uniis, lite this Pneumatic Scale machine, filling cartons 
with loose tea. Ojther Pneumatic Scale machines do tea bagging. 


Tea bags come out of bagging units here, packed into cartons. 
Cartons for tea bags—and loose tea—are formed, lined, closed on 
Package Machine Co. equipment. Shipping cases are sealed by 
Packomatics. 


Truck loading platforms have hydraulic dock boards to bring plat- 
form to same level as truck floor. Fork-lift trucks are used through- 
out plant, warehouse, for handling shipping cases, like these. 
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out immediately move by conveyor to loading platforms. 

These platforms have hydraulic dock boards, to bring the 
level of the platform and the floor of the truck to the same 
height, facilitating the loading operation. 

It is sometimes necessary to carry material from the plant 
to the warehouse, or vice versa, apart from the cases of pack- 
aged tea which travel on the plant-to-warehouse conveyor. A 
bridge between the buildings is obviously necessary. But an 
ordinary bridge would prevent proper spotting of cars on the 
tracks between the buildings. The Galveston answer was di- 
rect and bold: a movable bridge, which trains could push 
along out of the way. 

At most plants, loose iron plates are used to span the gap 
between the loading platform and the freight car. They're 
heavy, they must be lugged to the freight car door, and they 
must be worked into position. The process takes time and 
energy. 

At the new Lipton plant, this problem has been vastly 
simplified. The iron plates have been set onto wheels which 
run in a channel near the edge of the loading platform. 
When not in use, the plates are upright, leaning slightly 
toward the building, out of the way of the trains. For a 
freight handling operation, a plate is simply rolled to the 
open car door and laid down across the gap. 

This loading area, between the plant and the warehouse, is 


covered by a concrete canopy, to provide protection during 
' 


LIPTON'S NEW GALVESTON PLANT 
WAS DESIGNED BY ERIC FEASEY 


The new million-dollar Galveston plant and warehouse 
of Thomas H. Lipton, Inc., is Eric H. Feasey’s “baby’’. 
Mr. Feasey designed it—the entire layout, machinery, 
conveyor systems, column 
spacing, type of lighting 
—everything but the 
strictly architectural as- 
pects. And he nursed the 
project through from in- 
itial plans to actual oper- 
ation. 

Lipton’s general  pro- 
duction manager on tea, 
Mr. Feasey is in charge of 
American and Canadian 
plants, as well as new 
plant location, layout and 
design. 

Joining the Lipton organization in London in 1921, 
he spent six years studying tea tasting, buying, blending 
and factory operations in that “hub” of the world’s tea 
trade. In 1927, Sir Thomas Lipton personally chose him 
to be tea department assistant manager in Hoboken, N. J. 
By 1933, he was manager, in complete charge of tea 
buying, blending and factory operations at the company’s 
two plants, Hoboken and San Francisco. He was pro- 
moted to his present post in March, 1939. 

Before developing the Galveston plant, Mr. Feasey 
designed and established the Lipton plant in Streator, IIL. 
which started production in April, 1947. 

Widely known in the tea trade, Mr. Feasey was elected 
to the board of directors of the Tea Association of the 
U.S.A. in 1936 and served for three years. 





Eric H. Feasey 
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SMALLWOOD REPORTS NEW HIGH 
IN LIPTON VOLUME, PROFITS 


While competition in the food field was exceedingly 
active in 1950, Thomas J. Lipton, Inc., reached another 
new high in both yearly volume and profits, Robert B. 
Smallwood, president, re- 
ported last month. Me 
credited the company’s 
achievement to consistent 
and agressive promotion. 

For the year 1950, Lip- 
ton’s net sales turnover 
was $58,200,473, as 
against sales of $48,465,- 
787 for the year 1949—a 
gain of $9,734,686 or 20 
per cent. Net profit for 
1950 after income and ex- 
cess profits taxes was $3,- 
511,817, as against $1,- 
692,533 earned in the year 1949. 

Included in 1950 profits was an amount of $240,000 
representing the reversal of a reserve provided in 1949 
for possible price adjustments. This reserve was not re- 
quired because, instead of an anticipated price decline, tea 
prices actually had to be raised slightly to cover in- 
creased costs. 

The substantial gain in profits was due primarily to the 
expansion of sales volume, Mr. Smallwood pointed out. 

“Although the outlook for 1951 on sales appears 
favorable, high income and excess profits taxes and in- 
creased costs will have an adverse effect on profits,” he 
commented. “‘It is also impossible to foretell what effect 





Robert B. Smallwood 


government controls and allocations of materials will 
have on the production of consumers goods during 1951.” 


bad weather which might be hot sun, as well as rain. 

The warehouse has loading doors at frequent intervals 
along both sides of its 435 foot length, so that freight cars 
can be spotted close to the stock which is to be shipped. 
Truck bays at both ends, each ample enough to handle four 
trailer trucks, are recessed, to free the operation from the 
vagaries of weather. In the warehouse is stored not only tea 
but Lipton’s two soup mixes, noodle and tomato vegetable, 
and its new desert mix, Frostee. 

Fork-lift trucks are used to handle all the cased packages, 
and modern methods of pallet-loading are employed through- 
out the plant and the warehouse. A battery-charging unit 
for the fork-lift trucks is located on the ground floor of 
the plant. 

To ventilate the warehouse, fans have been installed 
which can change the air in the interior every four minutes. 

Much thought went into making the employee sur- 
roundings pleasant and cheerful. Color dynamics have 
been applied to all the working areas of the plant, the idea 
being that dark and drab colors depress people while bright, 
attractive surroundings make for better work. Fluorescent 
illumination, providing maximum light with minimum eye- 
strain, also adds to the cheerful atmosphere of the plant. 
In the main work areas, the ceilings are sound absorbent. 

In other ways, too, exceptional provision has been made 

(Continued on page 65) 





lifts the lid on a 
$467,000 


Summer-Long 
Campaign 


for ICED TEA! 


Here's the story of the biggest Iced Tea effort ever— 
including advertising, publicity, sales helps of every 
description! Every weapon in the promotion man’s 
arsenal, gathered in a determined assault upon the 
parched Arierican palate—at the thirstiest time of the 


year! Just look at this line up! 


Big “All-Summer-Long” Promotion 


1. Opening blast, May-June — Full-color pages and half 
pages to run in LIFE, LOOK, and the SATURDAY EVEN- 
NG POST. Big full color and black-and-white ads in 33 


Major new spapers. 


2. National Iced Tea Time! July A_height- 
of-the season event backed by big publicity build-up and ad- 


13-27. 


vertising in the above magazines and newspapers. 


3. Iced Tea and Lemon Tie-up, late July and all of 
August 
with SUNKIST 
LIFE, LOCK, the SATURDAY EVENING POST, etc. 
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A related-item selling event promoted in cooperation 


and backed by continued advertising in 


Stepped-Up Ad Barrage to Grocers 
Our trade campaign to grocers continues — supplemented, in 
addition, by full-page ads, cosponsored by SUNKIST, running 
in grocery magazines, and announcing our Tea and Lemon 


promotion. 


Strong Advertising to Restaurant 
and Hotel People 

Featuring success stories of the “2-oz. formula’, Also a tie-in 
with National Association of Ice Industries. (Our half-page 
ads will run opposite theirs in Hotel and Restaurant Publica- 
tions.) 

Complete Merchandising Material 
To the grocery trade: Large colorful posters, die-cut 
display cards, a new 3-dimensional Iced Tea glass that “pops 
out” from shelf moldings, and department markers. Your own 
salesmen will receive a promotion calendar which they can use 
to help their customers plan the 4-month selling campaign. 
Also, for salesmen’s use, a broadside explaining the Summer 


Promotion Story. 


To restaurants: Back-bar strips, large Iced Tea glass 
posters, 3-dimensional “‘pop-out’’ Iced Tea glass for back-bars 
and other displays, new tip-ons and a “2-oz formula’ Iced 
Tea recipe card for use where tea is prepared. For your sales- 
men’s use, a brochure of case histories to prove that the ‘'2-oz. 


formula” is paying off for smart hotel and restaurant operators. 


Tie-In with this Big Campaign! 
Put extra 2/p into your own 1951 Iced Tea drive! Call on us 
for any help you may need, To order FREE samples of the 
Tea Council's striking point-of-sale material and other helps 


- use the handy order form below: 





Tea Council 
500 Fifth Avenue 
New York 18, New York 


Please send me free samples of the following pro- 
motional materials: 

{ ) 1951 Iced Tea, Grocery Material 

( ) 1951 Iced Tea, Restaurant Material 

Name 


Address 
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Ice and lemon industries 


join with tea for “all 


summer” iced tea promotion 


Powerful tie-in support for the Tea Council's $550,000 
“all summer long’ iced tea campaign will make its weight 
felt in a triple-barrelled advertising, merchandising and 
publicity program. 

Sunkist Lemons and ice- 
man’s ice are joining forces 
with the Tea Council in a 
related item program to 
boost sales as a team. 

The joint drive will add 
to American merchandising 
what may be a new tech- 
nique—tie-in trade adver- 
tising. : 

“Tie-in advertising has 
been done with considerable 
success in consumer publi- 
cations,” commented Antho- 
ny Hyde, managing director of the Tea Bureau, Inc., andy 
vice chairman of the Tea Council. “But we believe that 
tea and its allies are pioneering in the field of tie-in trade 
advertising.” 

Related item point-of-sale merchandising materials will 
be made available to grocers and restaurateurs through 
the Tea Council; the tea industry’s national advertising 
in Life, Look, The Saturday Evening Post and 33, metro- 
politan newspapers will feature the related items; and all 
publicity plans will include the three-item tie-in. 

“Both the lemon and ice tie-ins will be teamed up with 
the biggest single promotion ever put behind iced tea,” 
Mr. Hyde said. ‘‘People drink iced tea all summer long. 
Therefore grocers and restaurateurs find they get maxi- 
mum sales by pushing it all summer long. Tea sales are 
already on the upward move and this powerful joint cam- 
paign will keep them on the increase.” 

Speaking in behalf of Sunkist lemons, advertising 
manager Russell Z. Eller said: “This year may go down 
in the history books as one of earth-shaking international 
events, but in merchandising circles I hope it will be 
remembered for the Sunkist Lemon—iced tea promotion 
that topped the promotion records of a team which has 
been building sales since long before World War II days 

“And it will set new sales records for retailers who 
lay their plans now for a summer long promotion. 

“The Tea Council-Sunkist advertising schedules are 
coordinated to give this promotion a real sales wallop. 
Our promotion and sales people consider it ‘the best co- 
operative ‘Pan for Sales Action’ we have worked out.” 

Francis X. Timmons, director of advertising and pub- 
licity for the National Association of Ice Industries, stated: 
‘Relations between the ice and tea industries are as smooth 
as their products properly combined in a tall, cool glass. 
Because of our mutual interest in iced tea sales, we have a 
natural affinity for one another. 

“It is goed to know that tea men recognize the crystal- 
clear, taste-free qualities of iceman’s ice. All their efforts 
have been directed toward improving the flavor of iced 


Anthony Hyde 
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tea. Since ice supplied by local ice companies is pure 
and slower-melting, plenty of ice can be used without 
danger of diluting the beverage. True tea flavor is as- 
sured. 

“To get this message across to retail outlets for iced 
tea, the Tea Council and the National Association of Ice 
Industries have hit upon a double-barrelled approach— 
cooperative advertising in leading trade publications. It's 
a new technique that offers greater profits right down the 
line. Most important, the consumer gets iced tea the way 
it ought ro taste.” : 

All merchandising and point-of-sale materials in con- 
nection with both the ice and Sunkist Lemon tie-ins are 
available through the Tea Council, 500 Fifth Avenue, 
New York City. 


Doris Wolters, of St. Louis, 
is crowned National Iced 


Tea Queen for current year 


Miss Doris Wolters, 21, will reign as National Iced 
Tea Queen for 1951, it was announced by William F. 
Treadwell, press representative for the tea industry. 
Selected from more than 100 St. Louis finalists for the 
title, Miss Wolters was awarded more than $1,000 in gifts. 

Mayor Joseph M. Darst, of St. Louis, received Miss 
Wolters in his office today, where he offered her the city's 
official congratulations. 

Not just queen for a day or a week, Miss Wolters will 
be part of the tea industry's National Iced Tea Time 
activities all summer long. Pictures taken of her in St. 
Louis will be used all over the world. 

Past tea queens have included movie actresses Adele 
Jurgens and Andrea King, singer Margaret Whiting, 
Powers model Flora-Jean Seaman, and Hollywood starlets 
Ann Zika and Camille Williams. 

Iced Tea was “discovered” at the St. Louis World’s 
Fair of 1904, when an English tea promoter, Richard 
Blechynden, presented ice in tea to thirsty fairgoers and 
thus started a favorite American summertime refreshment 
habit. 

Two years ago the tea industry reenacted the World's 
Fair scene in St. Louis in celebration of iced tea’s 45th 
anniversary. At that time, Mayor Darst issued a special 
proclamation to honor the iced tea event. 


Tea Association to offer standard 
purchase specifications to government 


The board of directors of the Tea Association of the 
U. S. A. has adopted a recommendation of the junior board 
of directors that standard purchase specifications be offered 
to all governmental offices. 

This step, it was felt, will help the industry and the 
government. Those purchasing supplies for federal, state 
and municipal use will have a standard against which to 
cup their samples. Experience has shown that federal 
purchasing officers have so many products that they often 
do not have an extensive knowledge of tea. By offering 
the service of the organization's tea experts committee to 
assist them, it assures these agents of the best possible bev- 
erage available at the price they wish to pay. 
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1,000,000 pounds of tea 
go on block as London 
auctions resume this month 


One million pounds of tea—about 10,000 chests—will 
probably go on the block when the London tea auctions 
resume on April 16th after 11 years of government bulk 
purchase. 

Originally scheduled to take place April 2nd, the first 
auction was postponed because of delays in shipments 
of tea from the producing countries. 

The amount likely to be auctioned, while less than the 
scasonal prewar offerings, is still larger than the London 
trade had been expecting. 

Included in the teas for the first auction is leaf from 
East Africa, South India, Malaya, Ceylon and a small 
quantity of last season’s North Indian crop. 


Second sale 


Tension has been mounting in London tea circles as the 
day for first auction has neared. Mechanics of distribution 
have been worked out in detail, and members of the 
trade have been checking and rechecking procedures 

The second sale is scheduled for April 30th. The trade 
hopes that as supplies increase during the{year the auctions 
can be stepped up to once a week. 

Some sources indicate that at a minimum the London 
market will handle 375,000,000 pounds of tea from India 
and Ceylon, as well as additional teas from other pro- 
ducing countries. 


Tea will continue to be subsidized. The rate will be a 
flat shilling a pound—whether the tea is purchased in 
auction or is used directly by primary wholesalers, and 
regardless of quality or country of origin. 

Retail selling prices will continue to be controlled for 
at least a full year after April, 1951. Subject to the 
maintenance of these ceiling prices, the subsidy will be 
continued at the shilling rate for an equal period. 


Tea Association reports 15 new members 


Herbert C. Claridge, president of the Tea Association, 
announced that 15 new members have joined the Tea As- 
sociation of the U. S. A. These companies include: Ben- 
Hur Products Inc., Los Angeles; Bevmore Corp., New 
York City; Coffee Co., Inc., Chicago; Dixie Home Stores, 
Greenville, S$. C.; Federal Tea Co., Springfield, Mass.; 
Fleetwood Coffee Co., Chattanooga; The Geo. F. Hellick 
Coffee Co., Easton, Pa.; Hoffmann-Hayman Coffee Co., 
San Antonio; Interstate Coffee Co., Augusta; King Coffee, 
Inc., Detroit; Sembodja Corp., New York City; John Sex- 
ton & Co., Chicago; Simpson & Vail, Inc., New York City. 

Associate members include Herman W. Stevens Agency, 
Boston, and Ispahani, Ltd., Calcutta. 

The Tea Association recently conducted a membership 
drive on the Membership committee are Robert Compton, 
chairman, George N. Witt, vice chairman, Einar C. Ander- 
son, Frederick A. Baxter, Edward T. Ellis, Russell W. 
Field. Jr., Donald G. Gill, J. Roman LaCroix, Robert A. 
Lewis, Jr., Russell L. Morse, Donald L, Peterson, John A. 
Pierce, William Schandolph, Henry Semke, Edward J. 
Spillane, R. Donald Thomson and Joseph H. Wertheim. 
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Iced Tea — the popular American Beverage 


Discovered in America, popularized in America, 


Iced Tea is a favorite American beverage. Push 


its sale and serve it daily in your own place 


of business. 


It will profit you to do both. 


IRWIN - HARRISONS -WHITNEY, INC. 


NEW YORK © PHILADELPHIA © BOSTON ¢ CHICAGO © SAN FRANCISCO ¢ SHIZUOKA (JAPAN) 


TEA IMPORTERS 





HARRISONS & CROSFIELD, LIMITED 


CALCUTTA « COCHIN * COLOMBO * DJAKARTA 
LONDON + MEDAN 


HARRISONS. KING & IRWIN, LTD. 
FOOCHOW « HANKOW * SHANGHAI 


TAIT & CO., LTD. 
TAIPEH (FORMOSA) 


IHW: 
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India weighs impact 


on tea of London 
auctions reopening 


There will be no bulk purchase of 1951 tea by the 
United Kingdom, but some quantity of tea will be allowed 
te be consigned to the United Kingdom during 1951 
without undergoing sale transactions in India. 

This was disclosed by Hare Krishna Mahtab, India’s 
minister of commerce and industry, who stated that as a 
result of the change of place of sale, a part of the profits 
attributable to the sale operations outside India would 
not be chargeable to Indian income tax as income arising 
in India. The profits attributable to the manufacturing 
operations would, however, be taxable. The consequent 
loss to the Indian exchequer by allowing the tea to be 
shipped without sale operations would be Rs.20 lakhs. 

1950 production 

The minister said the total production of tea in 1950 
was estimated at 605,000,000 pounds, and the export in 
1949-50 amounted to more than 439,000,000 pounds. 
The United Kingdom was the largest consumer of tea 
and imported the largest quantities from India. Quotas 
had been fixed according to the production here, keeping 
in view the requirements of local consumption, but there 
were no destinational quotas. 

In accordance with the recommendations of the ad hoc 
committee for tea, 247,000,000 Ib. of tea were sent to the 
United Kingdom for auction in London. It would not 


be wise, the minister indicated, to keep back tea in India. 

The minister stated that the price of Indian tea was 
lower as compared with the price tea from other countries. 
The price was not controlled and would be regulated by 
the demands in the auctions. There was no intention on 
the part of the government to increase the export duty 
on tea he declared. 

Referring to the steps taken so far to develop Calcutta 
as a world tea center, the minister said that construction 
of additional warehousing accommodation had_ been 
undertaken by the port commissioners of Calcutta to store 
additional quantities of tea that might be disposed of 
through the Calcutta tea auctions. 

The ad hoc commission appointed for the purpose of re- 
commending steps to be taken for the development of 
Indian tea had submitted its report. 

The salient points of its recommendations included 
the need for assistance to the tea industry in securing 
supplies of essential materials such as fertilizers and tea 
chests; a system of deferred payment of excise duty on 
tea; revision of the basis of levy of income tax, super tax, 
etc., on the tea industry so as to exempt from taxation 
the amount of profit utilized for the benefit of labor; and 
additional warehousing accommodation at Calcutta to 
facilitate the routing through the Calcutta tea auctions 
of an additional quantity of tea. 


Key to wedded bliss? 

It is reported that in Burma newly married couples 
exchange a mixture of tea leaves steeped in oil on their 
wedding day as an omen of matrimonial bliss. 





ICED TEA BAGS 





COAST-TO-COAST 
TEA BUYERS TURN TO NORMANDY'S 
ENLARGED 


(Roomier to permit quicker infusion) 


BURST PROOF 


(Guaranteed against breaking) 


LONG STRING 
(Easy to handle) 


ICED TEA BAGS 


Packaged in Imprinted Cartons, Shipped in Master Cartons to Insure Safe Arrival 
INDIVIDUAL TEA BAG CARTONS ARE CELLOPHANE WRAPPED 


t 
‘ i Write or wire 


NORMANDY COFFEE & TEA CORPORATION 


158 Richmond Street 
Staten Island 10, New York 
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Indonesia’s tea output, 
at postwar peak in 1950; 
to expand more this year 


Indonesia's 1950 tea production reached a postwar peak 
of 74.1 million pounds, according to W. B. Kelly, 
American embassy, Djakarta. This is substantially higher 
than the 1949 output of 59.9 million pounds and nearly 
triple the 1948 outturn of 27.8 million pounds, but less 
than half as large as the prewar (1935-39) annual average 
production of 170.1 million pounds. 

Growers and brokers attribute the 1950 
higher tea prices obtainable during the latter half of the 
year. Producing areas were extended. Estates in pro- 
duction totaled 193 by the end of 1950, compared to 180 at 
the beginning of the year. 

If prices hold up, it is forecast that 1951 production 
will amount to at least 77 million pounds, consisting of 
53.5 million pounds from estates and 23.5 million pounds 


increase to 


rom small holders’ tea gardens. 

Exports of tea from Indonesia in 1950 totaled approxi- 
mately 70.0 million pounds, compared with 52.2 million 
pounds in 1949, 18.6 million pounds in 1948 and prewar 
annual average exports of 153.2 million pounds. 

Leading destinations in 1950 were the Netherlands, 
Egypt and Egyptian Sudan, and United States, Australia, 
and the United Kingdom. 


Tetley Tea officials end three-day 
meeting in Savannah with tour of plant 


Top officers of the Tetley Tea Co., Inc., New. York City 
wound up a three-day sales conference in Savannah last 
month with an inspection tour of the firms new plant 
in the Georgia city. 

The group of officers, sales managers and directors was 
headed by Tetley Jones, vice president of the Tetley Tea 
Co., Inc., and E. C. Parker, president. Mr. Jones is also 
chairman of the board and co-managing director of Joseph 
Tetley & Co., Ltd., London. J. P. Graham, sales director 
operating out of the New York office of the firm, handled 
most of the meetings. 

The Savannah gathering was one of the regular quarter- 
ly meetings of the top officers. Principal figures at the 
meetings were the eight sales managers from the top 


branches of the company. Attending were Charles E. 
McCrary, Atlanta; R. P. Eisenhardt, Pittsburgh; H. G. 
Ginn, New York; H. B. Kelley, Boston; J. P. Sullivan, 
Buffalo; Stan Cushing, Baltimore; K. E. Stright, Detroit; 
and Harrison Streeter, Philadelphia. 

Besides Mr. Parker, Mr. Tetley Jones and Mr. Graham, 
top directors of the company in attendance included A. W. 
Dimes, production and team manager, James H. Shea, 
member of the board of directors, and A. L. Sanders, 
general manager of the Savannah plant. 


W. D. Loudon dead at 78 


W. D. Loudon, widely known in the tea industry, 
died last month at his home in Scarsdale, N. Y. He was 
78 years old. 

Before his retirement in 1948, Mr. Loudon was a 
partner in the tea firm of Hall & Loudon, New York City, 
one of the oldest and best known firms in the trade. 

A native of New York City, Mr. Loudon was a member 
of the Sons of the Revolution. 

He is survived by a daughter, Katharine Dean Loudon. 


Glasgow, too, wants a tea market 


The belief that Glasgow could support a tea auction 
market was advanced recently by Mr. Colin M’Gavin, 
well known Glasgow tea merchant, at a meeting of Glas- 
gow Grocers and Provision Merchants Association. 

He said that at one time there was a tea auction market, 
on York Street in Glasgow, which functioned successfully. 
If dock strikes and transportation problems continued, 
Mr. M’Gavin said. the advantages of a direct-shipment 
market in Glasgow would be obvious. Glasgow could be 
ceveloped as an “alternative” market to London, he 


suggested. 


Drinks 60 cups a day 


The tea kettle is kept on the stove from morning until 
night in Oswald Beard’s home at St. Anne's on Sea, Eng- 
land. That's so Beard can brew himself a cup any time 
he feels like it—which is about 60 times a day. 

Tea drinking isn’t just a habit with the veteran of World 
War I. Because of stomach wounds, he can't eat or drink 
anything more substantial than tea, spiked with plenty of 
cream and sugar. It has kept him going for more than 
ten years. 





91 WALL ST. 





HALL & LOUDON 


ESTABLISHED 1898 


TEA BROKERS 


We offer a comprehensive Tea Brokerage 
service based on experience of many years. 


NEW YORK CITY 5 
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pointed comments by a tea trade dean 
By ROBERT A. LEWIS 


Tea for the U.K. 


At long last, United Kingdom’s consumers of tea can 
soon expect a marked improvement in the quality of the 
tea they purchase weekly. This achievement will be brought 
about by the reopening of the London tea auctions this 
month—an occasion that has been awaited with eager 
anticipation and wide  ac- 
claim. 

The auctions, when they 
operate with old time regu- 
larity, will enable packers to 
a beiter selection of 
wanted teas for their re- 
spective blends. In recent 
years, this was not possible, 
since tea distribution was 
subject to rigid control by 
the Ministry of Food, under 
a block system for supplies at 
source plus rationing re- 
strictions at home. 

In due course, we may therefore hear that the U.K. Tea 
Bureau will more actively participate with U.K. packers in 
promotion and publicity programs to British housewives 


secure 


Robert A. Lewis | 


concerning the quality theme of “more and better cups of 
tea’. Then, too, when present consumer rationing is dis- 
continued, as it soon will be (we hope), more tea will be 
in the pot, thus getting away from the “‘stretching’ of 
recent years, when the housewife had to use less than the 
regular measure. She knows the taste of good tea and is 
aware that greater enjoyment comes when sufficent leaf is 
brewed to extract fully the flavor-bearing essence. 

Tea, to the British public, is the national beverage. 
Present per capita consumption in the U.K. is approximately 
84 pounds. It is a bit difficult to break this down to arrive 
accurately at the figure for household consumption versus 
industrial, commercial and_ institutional caterers, but a 
reasonable estimate is 80 per cent consumed in the home, 
and 20 per cent outside. 

Prewar per capita consumption in Britain had reached 
914, pounds. Industry leaders express the hope that the 
goal will be 10 pounds per capita when more and better 
tea becomes available, and when consumer rationing by 
government edict is discontinued as it may be in 1951. 

For ten years now the people of the British Isles have 
sacrificed, going without teas of their choice in the volume 
to which they were accustomed. The Americas, including 
Canada, have not been denied their wants in respect to the 
“cup that cheers”. Take, for example, the U.S. tea import 
figures for the calendar year 1950. They reached the 
highest total in 32 years, over 113,000,000 pounds. 

It is comforting to know that the stepped-up production 
in the various countries of growth is now sufficient to supply 
amply the world’s tea markets, including the United King- 
dom. This will permit great expansion and stimulus to 

(Continued on page 70) 





Branch Sales 
Offices: 
BOSTON 

CHICAGO 


SAN FRANCISCO 














Cea Importers 


HENRY P. THOMSON, INC. 


| 


120 Wall Street 


New York 5, N. Y. 


Member: Tea Association of the U. S. A. 
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it’s the CONDITION ON ARRIVAL 
that sets the stage for your customers’ feeling 
toward you as a supplier. Merchandise 

in factory-fresh condition is appreciated 

by the recipient. 


Gaylord Boxes are protecting the 
products of many of the country’s 
largest manufacturers — and 
have been for years. 


GAYLORD CONTAINER CORPORATION, General Offices: $T. LOUIS 
New York * Chicago * San Francisco * Atlanta * New Orleans * Jersey City * Seattle * Indianapolis * Houston * Los Angeles 
Oakland * Minneapolis + Detroit » Columbus * Fort Worth * Tampa « Cincinnati * Dallas » Des Moines * Oklahoma City « Greenville 
Portland * San Antonio * Kansas City * St. Louis * Memphis * Bogalusa + Milwaukee * Chattanooga * Weslaco * Appleton 
Hickory * Sumter * New Hoven * Greensboro * Jackson * Miami * Mobile * Omaha « Philadelphia « Little Rock * Charlotte 
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Evaluate your package 


By JIM NASH 


Have you ever tried to measure the advertising value of 
your package design? 

In these days when costs are high, competition lively, and 
packers are looking for really good ideas to spark sales, that 
measure is important. We all have seen packages which, 
while not unpleasing to the eye, do not reproduce well in all 
medias of advertising. Others, highly practical as containers, 
lack “high voltage sell’’ that moves them off the dealer's 
shelves, 

We maintain that a package—to be a really effective pack- 
age to advertise—must score high on all these points: It 
should be pleasing and practical, but in addition, it should, 
reproduce effectively in advertising and have definite sales 


On this page is an Evaluation Chart which you may 
find useful in checking the real sales and advertising value 
of packaged products. Try it yourself and test the pack- 
ages you advertise. You may be surprised. 

We have had a lot of experience, among our many and 
varied clients, with those who had clung to old trade- 
marks and package designs that were out-moded and no 
longer efficient tools for today’s highly competitive mar- 
kets. In many instances we have been able to redesign 
and modernize trade-marks and packages without losing 
or weakening the original and familiar characteristics. We 
can tell you of many instances where sales have material- 
ly increased after the trade-mark and packages have been 
dramatically changed. Part of the sales increase is due 
not only to the improved appearance of the packages but 
also because the new and improved package was a vitally 
more effective package to promote in advertising and 

(Continued on page 71) 








appeal. 


This test will show whether the design of your pack- 
ages helps or hinders your advertising and sales efforts. 


YES NO 
. Does the package carry a distinctive, strong, 
“working” trade-mark: 
—a trade-mark that is quickly identified?.. [J 
—easily remembered ? 

One key to strong advertising is outsand- 
ing brand identification. A good trade- 
mark gives this. 

. Is it a trade-mark that— 
—reproduces well in color, any color? .... [J 
—keeps its identifying character in black 
and white ads? 
—is still strong when reduced in size for 
small ads? 
—stands out sharp and clear on television? [] 

An effective trade-mark is one that can 
be used well in any advertising, in mag- 
azine color, newspaper black and white ad- 
vertising, radio, television, car cards, and 
posters. And in any size from 24-sheet 
billboards to stamp-size stickers. 

3. Does the trade-mark have an individual 
shape? 
—NOT a circle, squzre, triangle—common- 
ly used and overworked 

Known trade-marks to which manufac- 
turers cling can be restyled without losing 
character, to provide the benefits of an ef- 
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efforts an 


PACKAGE EVALUATION CHART 


fective modern trade-mark—an essential in 
today's competitive market. 
4. Is the package as a whole an “eye catcher” 
on the grocer’s shelf? .................. i eo 
These days there are many competing 
products reaching for the customer's dollar. 
Increase in self service, too, demands pack- 
ages that “sell on their own.” 
. Does the package as a whole have recogni- 
tion value? 
After the customer sees it in advertising 
she shouid be able to recognize it on sight 
on grocer's shelf. Package design should 
be the link between advertising and product 
at point-of-sale. 
. Can the package be easily described in radio 
commercials? 
That calls for a character of design that 
makes it possible for customer to recognize 
the package in the store from the brief de- 
scription given on the radio. 
. Does the package as a whole suggest quality 
OF: COMMBRER Ea 5s SNE Rok acln cihanee 4s et ae 
In the customer's mind quality appear- 
ance, by inference, denotes quality product 
and helps justify price, thereby lessening 
sales resistance . . . important in today's 
highly competitive market. 
If there is a single “NO” among your answers, then 
the package is a weak link between your advertising 
increased sales. 








A COMPLETE TEA PACKAGE 
Snctuding the Tug 


STOKESWRAP 





WITH 





The “STOKESWRAP” machine can 
now be supplied with the Tagging Ma- 
chine so that the complete unit forms, 
fills and seals the bag—then applies the 
string and tag. 

The printed tags are fed from reels and 
are automatically cut off. 


The string is fed automatically, cut to 
the desired length and attached with 
staples to the bag and tag. 


The complete bags with string and tag 
attached are delivered in two rows on 
the conveyor, counted and stacked so 
that one attendant can easily do all the 
cartoning and have ample time for in- 
spection. 


Production up to 140 per minute. 


Let us show you how the S & S Tea Bag 
Unit can cut your packaging costs. 


STO ae 


Exclusive West Coast Distributor Subsidiary of Food Machinery ond Chemical Corporation 
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Outlook for packaging materials weighed at AMA conference panel 


The outlook for packaging materials and the extent to 
which substitutions will have to be made in the coming 
months will be forecast at a panel session of the three-day 
National Packaging Conference, to be sponsored by the 
American Management Association, April 17th-19th, in 
Atlantic City, N. J. The conference will be held in con- 
junction with the 20th National Packaging Exposition, 
also under the auspices of AMA, which is to be on view 
April 17th-20th. 

A. Douglas Murphy, packaging coordinator, Standard 
Oil Co. (New Jersey), will lead the panel which will in- 
clude representatives of government, industry, and indus- 
try associations. Prospects for foil and metal containers, 
glass, paper, paperboard, plastics, closures, wood and ad- 
kesives will be discussed. 

Panel members 

Panel members will include: Gordon M. Shimer, pur- 
chasing agent, E. R. Squibb & Sons, Inc., New York City; 
A. B. Clunan, chief, Plastic Container Section, Container 
Division, National Production Authority; Raymond A. 
Norris, acting chief, Metal Container Section, Container 
Division, National Production Authority; Victor L. Hall, 
general manager, Glass Containers Manufacturers Insti- 
tute, Inc., New York City; Thomas J. Burke, secretary- 
treasurer, Sulphite Paper Manufacturers Association, Inc., 
and secretary-treasurer, Glassine and Greaseproof Manu- 
facturers Association, New York City. 

Also Stuart T. Edgerton, division purchasing agent, 
L. S. Rubber Co., New York City; Nathan Tufts, director, 
National Wooden Box Association, and vice-president and 
general manager, New England Box Company, Greenland, 
Mass.; and Kenyon Loomis, industry consultant, Adhe- 
sives Manufacturers Association of America, New York 
City. 

At another session, Robert de $. Couch, head of pack- 
aging research, General Foods Corporation, will describe 
new packaging materials presently available. A. M. Under- 
hill, superintendent of shipping, Meter and Instrument 
Division, General Electric Co., will discuss “Reducing 
Product Damage Through Better Shipping Protection” 
and review some of the new cushioning materials. 

Armed Forces needs 

Packaging requirements of the armed forces will be ex- 
plained to industry by representatives of the Army, the 
Navy, and the Air Force. Speakers from the armed forces 
who will take part in the session on “Military Packaging 
Requirements” will include: 

Colonel John A. Way, U. S. Air Force, Chief, Muni- 
tions Board, Packaging Division, Office of Procurement 
Methods; C. K. Royce, Office of Naval Material; William 
D. Long, Chief of the Packaging Laboratory, Air Material 
Command, Wright Field, Dayton, Ohio; Captain C. E. 
Shafer, USAF Procurement Division, Headquarters Air 
Material Command, Wright Field; and two representa- 
tives of the Army. 

Case stories of how three companies are solving their 
packaging problems will be presented by Ckarles D. Mat- 
tingly, packaging engineer, The Coleman Co., Inc., Wichi- 
ta, Kansas; C. E. Sherwood, industrial engineer, S. C. 
Johnson & Son, Inc., Racine, Wisconsin; and A. C. Ben- 
jamin, vice president, Junket Brand Foods, Little Falls, 
New York. 
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Other topics and speakers will include: Packaging Les- 
sons from the Last War,” by Henry W. Gadsden, vice 
president, Sharpe & Dohme, Inc., Philadelphia; “Your 
Package—From Shipping Room to Retail Shelf,” Dr. John 
R. Whittaker, American Stores Co., Philadelphia; “In- 
creasing Packaging Efficiency Through Coordinated Ac- 
tion,’ Sam E. Noble, vice president—production, The 
Chattanooga Medicine Co., Chatanooga. 

‘A New Approach to Training Packaging Personnel,” 
by Colonel S. W. Mclllwain, commanding officer, The 
Rossford Ordnance Depot, Toledo, Ohio; “Maximum Use 
of Packaging equipment with Proper Maintenance,” E. J. 
Capstack, packaging engineer, Joseph E. Seagram & Sons, 
Inc., Louisville, Kentucky; “Organizing for Packaging Ma- 
terial and Equipment Shortages,” Stanley W. Burnham, 
peckaging engineer and purchasing agent, Warner-Hud- 
nut Corporation, New York City; and “Significant Ad- 
vances in Packaging Printing,” by Dr. A. C. Zettlemoyer, 
research director, National Printing Ink Research Insti- 
tute, Lehigh University, Bethlehem, Pa. 


General Clay returns to Continental 
Can after four months with ODM 

General Lucius D. Clay returned to his position as 
chairman of the board of Continental Can Co. after four 
months service as special assistant to Charles E. Wilson, 
director of the Office of 
Defense Mobilization. 

General Clay was granted 
a part-time leave of absence 
by the company’s board of 
directors last December. He 
resigned the defense mobili- 
zation post as of March 
31st, it was stated, because 
the job of setting up the 
organization of the program 
which he had agreed to 
undertake was completed. 

Although General Clay 
will be subject to call back to 
Washington for special advice and aid as a consultant, 
especially if a material shortage becomes acute in the fall, 
he will devote full time in the future to his Continental 
position. 


Prachettes 


General Lucius D. Clay 





People, Firms 


50th Anniversary: The American Can Co. at its 50th 
anniversary dinner last month was cited by the National 
Canners Association for distinguished service to the 
progress of the canning industry and to a higher standard 
of living for the American public. 

Presentation of the citation by Carlos Campbell, ex- 
ecutive secretary of the association, to C. H. Black, presi- 
dent of the container manufacturing firm, was heard by 
almost 1,400 employees attending the dinner at the Wal- 
dorf-Astoria Hotel. It also was heard over one of the 
most extensive long distance telephone hook-ups in in- 
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GAIR 


SHIPPING 


MULTICOLOR 


MANY HAZARDS OF 
SHIPPING ARE ELIMINATED 
WITH GAIR CONTAINERS 


Gair Corrugated Containers are so scientifically 
constructed that they offer the utmost PROTEC- 
TION against the many hazards of shipping... 
truly amazing how they withstand tremendous 
knocking about and rough usage. 

Without obligation Robert Gair offers a helping 
hand in solving shipping container problems. 


WRITE TODAY for samples 
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CONTAINERS 


GAIR 
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. 
Smartly designed and brilliant multicolor Fold- i 
ing Cartons by GAIR are solving packaging “4 
problems for many manufacturers who are as 
meticulous about their packaging as they are 
about their famous products. 
Sales, profits and prestige are increased with 
the SELL-ON-SIGHT appeal of GAIR MULTI- 
COLOR CARTONS. 


MANY PRODUCTS 
SELL ON SIGHT WITH 
GAIR MULTICOLOR CARTONS 
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|F the FOOD Business is YOUR Business— 


we want you to know that it’s our business to 
bring to you each day the price and supply con- 
ditions of almost everything edible—quotations on 
over 500 items ranging from kohlrabi to East In- 
dian spices. Daily food features inclue ‘Food 
News Highlights,” "West Side Notes’ and "Grocery 
Market Roundup.” Particular emphasis on Coffee, 
Sugar, and Canned and Frozen foods. Ours is 
the only daily food publication. 


Other Daily Features 
include similar news treatment of Shipping, In- 
surance, Textiles, Chemicals and Fuels—as well as 
all other, important general news. 
-—SPECIAL TRIAL SUBSCRIPTION— 
The next 60 Issues for only $6 
Send Your Check Today! 
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dustrial history by the company’s 34,000 employees at 70 
other simultaneous birthday dinners in the United States, 
Canada and Hawaii. 

D. W. Figgis, chairman of the board of directors, in- 
augurated the company’s new long service emblem pro-. 
gram by presenting a gold lapel insignia to George Wil- 
helm, Canco’s New York area employee with the longest 
service record. Other service emblems are being pre- 
sented to all employees who have been with the company 
for five or more years. The company reports that 47 per 
cent of its 34,000 employees are eligible to receive the 
long service insignia. 

R. C. Can Rep: The Garret P. Kelly Product Handling 
Systems, Milwaukee, has been appointed Wisconson repre- 
scntative by R. C. Can Co., St. Louis. Mr. Kelly will 
represent R. C. Can in their entire line of fibre cans, 
spools, bug dusters and mailing tubes. 

To NPA: A. B. Clunan, of the Pliofilm sales depart- 
ment of The Goodyear Tire & Rubber Co., has been 
granted a leave of absence to accept a post with the 
National Production Authority at Washington. Mr. 
Clunan is in charge of films and plastics in the packaging 
and Container Section. 


Stokes & Smith has 
d a tagging 





rolls... folds in any direction! 


Exce 
biting 12! flexi. 


Write Dept. 591-D for 
x samples and litera 
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™ MANUFACTURING CO., INC. 
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CORRUGATED PAPER PRODUCTS SINCE 1919 


12 Sizes in stock for immediate 
shipment ...3 oz. to 5 Ibs. Plain. or 
Printed in one or two colors with 
your Private Design. ATLANTIC 
offers you service and economy! 
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machine, to attac 
tags with strings to 
individual tea or cof- 
fee bags. The unit 
works with the Stokes- 
wrap automatic pack- 


| aging machine. Here's 


the combination. 


New tagging machine attaches tags 
with strings to tea, coffee bags 

The Stokes and Smith Co., Philadelphia, a subsidiary 
of the Food Machinery and Chemical Corp., announced 
a new tagging machine which works in connection with 
the Stokeswrap automatic packaging machine for indi- 
vidual tea bags or individual coffee bags. 

The individual bags are delivered on the duplex chutes 
from the Stokeswrap packaging machine. The printed 
tags are fed from reels and are automatically cut off. The 
string is fed from spools, cut to the desired length and 
attached with wire staples—one end to the individual tea 
bag or coffee bag and the other end to the bag. 

The completed bags with the tags attached are de- 
livered on the outgoing conveyor, counted and stacked 
in two rows, so that only one attendant can pack these 
into the cartons and have ample time for inspection. 

The complete unit has a production of 120 individual 
bags per minute. 
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Lipton's Galveston plant 

(Continued from page 51) 
for the employees. On the third floor is the main lounge 
for men, on the second floor a lounge for women, both 
equipped with stall showers. On the first floor is a clinic, 
with a graduate nurse always in attendance and a doctor on 
hand a few hours each day. A special Lipton tea service 
bar has been installed on the second floor. Parking spaces 
are close by, on both sides of the building. In the plant 
is a self-service passenger elevator, in addition to the freight 
elevator. 

Since the plant building is cellarless, the main utility 
equipment—boilers, the central air-conditioning unit (a 
250-ton Carrier absorption system), and the dust extracting 
unit are located on the first floor. 

The manager of Lipton’s new unit is Nobel F. H. Fleming, 
who for the six months preceding his Galveston appointment 
acted as assistant manager of the company’s Streator, IIl., 
plant. 

Mr. Fleming has a rounded background in tea. In 1936 
he joined Allied Suppliers, Ltd., as an apprentice tea taster 
to H. A. Snelling, one of the world’s leading experts in this 
field. Two years later he was sent to Calcutta for Lipton, 
Ltd., and while in India spent some time at tea plantations 
in Darjeeling and in the Nilgiri Hills of southern India. 
He joined the Royal Indian Navy in 1940, leaving in 1946 
with the rank of lieutenant. 
London, and in the fall of 1946 left England to become 
assistant to E. A. Shalders, head tea taster and buyer for 
Lipton in Hoboken. 

Working under Mr. Fleming are C. W. Herndon, office 
manager, Paul G. Stallings, traffic manager, Margaret 
Davison, personnel director, Lipton’s sales head in the 
southwestern division is William G. Sterling, who began 
with the company as a retail salesman just 27 years ago. 

The architect of the Galveston plant, which is refreshingly 
clean and modern in appearance, was R. W. Naef, in asso- 
ciation with C. H. Lindsley. The contractor on the plant 
building, for which ground was broken early in 1950, was 
the Tellespen Construction Co. The general contractor on 
the warehouse, which was built with an advanced “'tilt-up” 
method, was the Texas Gulf Construction Co. 


Cup brew coffee bag 
(Continued from page 13) 
lent,” 72 per cent rate it ‘‘as good as” or “better than” their 
favorite coffee regularly served in the home, and 71 per cent 
plan to re-purchase. 

“Of particular significance’ states Mr. Merry, “is the ap- 
parent consistency between favorable ratings and the repur- 
chase rate.” 

Coffee bags allow a greater margin of profit for both the 
roaster and the retailer because the yield is increased to 64 
cups per pound and because “Mr. Consumer”’ is always will- 
ing to pay for convenience, the company declares. Profit, 
usually limited to a few cents per pound, can be increased to 
several cents per package. 

Certainly, initial tests indicate that individually bagged 
coffee prymises to stimulate coifee sales the Cup Brew Coffee 
Bag Co., points out. For the roaster and the grocer, Cup 
Brew adds, this coffee means the answer to rising materials 
and labor costs. Perhaps the time is coming, the firm con- 
cludes hopefully, when the consumer-acceptance accorded tea 
bags will also be enjoyed by coffee bags. 
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He returned to Lipton, Ltd., . 
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CLOSURE 
FOR SMALL 
PAPER 
BAGS 


FAST... 
NEAT... 





EASY... 
ECONOMICAL 


Note the neat, uniform stitch- 
ing of the Dubl-Tape closure. 
The two strong tapes give 
double safety, yet the bag is 
easy fo open. 


Here's the way to close small paper bags 
economically and efficiently. Union Special’s 


Style 60000 D machine, producing the exclusive 

DubIl-Tape closure, is designed to speed pack- 

aging ... cut costs... and improve appearance. 

Check these important features! 

@ FAST—Speed to match output of standard filling and 
weighing equipment. 

@ NEAT—Produces an eye-pleasing, sales-stimulating 
package with high merchandising value. 

@ EASY—Simplified operation... anyone can quickly 
become an efficient operator of machine. 

@ ECONOMICAL— Operating cost oa bag is at a mini- 
mum...uses inexpensive cotton thread and paper tape. 

@ VERSATILE—For use either as single manual-operated 
unit or as part of a completely automatic packaging 
line. Adjustable for a wide range of bag sizes, short 

_ or long runs. 

Write for BULLETIN No. 100 to get the full facts on 

this machine...and how it can do a better 

closing job for you. 


Send for your COPY! 


Machine Company 


490 N. FRANKLIN STREET, CHICAGO 10, ILLINOIS 
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Norda makes the seasonings that 
| popularity 


specialties. Improve their flavor an 
on Norda care and quality. 


OLEO RESIN GINGER (African) - 


OLEO RESIN GINGER (Jamaica) -- 
and other Oleo Resins 
of outstanding excellence 
..Capsicum (Special Blend) 


_.. Celery Standard 


_. Beautiful Bouquet 


_ Absolutely Pure 


Capsicum NF. (African) - 
Ginger NF. 
. Black Pepper 


prices, full details. 


Red Pepper :- 
Celery Special - - 


Ask Norda now for samples, 
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THE FLAVOR FIELD 
Section of Coffee and Tea Industries, formerly The Spice Mill 


Flavor men ask fair alcohol tax 


Treasury Department recommendations that the tax on dis- 
tilled spirits be increased from $9 to $12 per proof gallon 
would bring the net tax on the flavor products industry to a 
prohobitive level. 

This was indicated in a statement filed with the House 
Ways and Means Committee by the Flavoring Extract Manu- 
facturers’ Association of the U. S., the National Fruit and 
Syrup Manufacturers’ Association and the National Manu- 
facturers of Soda Water Flavors. 

Section 3250 (1) (5), of the International Revenue Code 
as amended, now provides for a drawback of $6 per proof 
gallon on distilled spirits used in the manufacture or pro- 
duction of medicines, medical preparations, food products, 
flavors or flavoring extracts which are unfit for beverage pur- 
poses. 

The Secretary of the Treasury has not made any recom- 
mendations regarding a comparable increase in the draw- 
back, the statement pointed out. 

The current excise tax on distilled spirits used for beverage 
purposes is $9 now per proof gallon, or $17.10 per wine 
gallon, the statement said, while the net tax on distilled 
spirits used in the manufacture of medicines, medical prepar- 
ations, food products, flavors and flavoring extracts, after 
drawback has been paid, is $3 per proof gallon, or $5.70 per 
wine gallon. 

Under the proposed amendments, the increase on distilled 
spirits used for beverage purposes would amount to a net tax 
of $12 per proof gallon, or $22.80 per wine gallon, the 
House Ways and Means Committee was informed. With- 
out further amendment, the proposed increase on distilled 
spirits intended for use in medicines, medical preparations, 
food products, flavors and flavoring extracts would amount 
to a net tax of $6 per proof gallon, or $11.40 per wine 
gallon. Such a net tax would be prohibitive, it was empha- 
sized, due to competitive conditions in the flavoring products 
industry, particularly from manufacturers of non-alcholic 
flavoring products. 

Substantially all members of the flavoring products in- 
dustry are vitally interested in excise taxes on distilled spirits 
used in the manufacture of food products, flavors and flavor- 
ing extracts unfit for beverage purposes, it was explained, 
since ethyl alcohol is one of the most important ingredients 
in these products. 

“Most of the members of the industry prefer to use ethyl 
alcohol for the extraction of flavoring ingredients from fruits, 


berries and beans, and as a solvent or preservative, in place of , 


resorting to substitutes, thereby producing better flavoring 
products for the consuming public, and which activity is also 
productive of additional revenue to the government,” the 
statement declared. 

The flavor spokesmen recommended that in the event the 
net tax on distilled spirits for beverage purposes is increased 
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to $12 per proof gallon, the drawback proviso should be in- 
creased to permit a net drawback of $11 per proof gallon, or 
$20.90 per wine gallon. Or, in the event the excise tax on 
distilled spirits is fixed at a rate other than $12 per proof 
gallon, that the drawback proviso be fixed at a rate of tax in 
the amount of $1 less than the established proposed rate of 
excise tax on distilled spirits. 

Under the provisions of the Internal Revenue Code, mem- 
bers of the flavoring products industry, in order to obtain 
ethyl alcohol intended for use in the production of food 
products, flavors and flavoring extracts, must pay the net tax 
upon withdrawal of the ethyl alcohol from an industrial plant 


‘ 


FEMA'S ALCOHOL TAX COMMITTEE 


The alcohol tax committee of the Flavoring 
Extract Manufacturing Association is chaired by 
Garrett F. Meyer, of the Warner-Jenkinson Manu- 
facturing Co., St. Louis. 

Working with him on the committee are Myron 
Hess, S. Twitchell & Co., Camden, N. J.; Louis J. 
Woolf, H. Kohnstamm & Co., New York City; L. 
P. Symnes, Baker Extract Co., Springfield, Mass.; 
and George Armor, McCormick & Co., Inc., Balti- 
more, Md. 


Mr 


or bonded warehouse, it was explained. This requirement 
places a tremendous financial burden upon members of the 
flavoring products industry. It is very questionable whether 
the smaller manufactures could further finance such activities 
whereby working capital, without interest, is required to be 
deposited with the Treasury Department for periods of not 
less than six months. Moreover the International Revenue 
Code relating to distilled spirits further provides that in 
order for a member of the flavoring products industry to be- 
ceme eligible for a drawback, the manufacture—under Sec- 
tion 3250 (L) (2)—is required to pay an annual special 
tax in graduated amounts—$25, $50 or $100 a year. 

In addition, in order to become eligible for a drawback, 
it is necessary for the manufacturers to keep proper books 
and records to establish the fact that the distilled spirits 
purchased by them, and fully tax paid, were used in the 
manufacture or production of food products, flavors and 
flavoring extracts unfit for beverage purposes. Proper claims 
must be filed with the Commissioner within three months 
next succeeding the quarter for which the drawback is claim- 
ed. The customary period of time elapsing before a manu- 
facturer collects the drawback claim so filed is usually not 
less than six months from the time of filing the claim. 

Over the years, in consideration of excise taxes on distilled 
spirits, the Ways and Means Committee has on diverse oc- 
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casions made a clear distinction between distilled spirits in- 


| tended for beverage or intoxicating purposes, and ethyl alco- 
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hol for non-beverage purposes in the production of medi- 
cines, medical preparations, food products, flavors and flavor- 
ing extracts. It is common knowledge that distilled spirits 
intended for beverage purposes are properly classified as a 
luxury, and that distilled spirits intended for non-beverage 


“purposes in medicines and flavor products are essential and 


necessary to the general welfare of the public and can not 
be classified as luxuries, it was. stressed. 

It is also common knowledge, the statement pointed out, 
that the Treasury Department has derived a part of its 


| revenue from non-beverage ethyl alcohol, and unless the 
| drawback is fixed at a ratio which will permit the manu- 


facturers to continue to use ethyl alcohol in the production of 
these essentials upon a competitive basis, synthetics bearing 
no tax will necessarily be largely used as a substitute—and 
the government will receive little or no tax at all from this 
source. 


Dingell Bill 


The spokesmen directed attention to the pending Dingell 
Bill, H.R. 55, which would amend various sections of the 
Internal Revenue Code relating to excise tax on distilled 
spirits used in the manufacture of non-beverage products. 
This Bill, if enacted into law, would provide ‘adequate and 
proper relief regarding the use of distilled spirits in the 
manufacture of medicines, medical preparations, food pro- 
ducts, flavors and flavoring extracts intended for non-beverage 
purposes,” the statement declared. ‘The Dingell Bill fur- 
ther provides for a system which, in our opinion, would 
properly control the withdrawal and use of alcohol and 
other distilled spirits for non-beverage purposes . . . at a 
reasonable tax rate which would be equitable and just.” 

The rate of drawback on distilled spirits used in the manu- 
facture of certain non-beverage products ought to be uniform 
regardless of the fact that the ethyl alcohol is used in medi- 
cines or medical preparations, or food products, flavors or 
flavoring extracts, the statement suggested. 


John Beach, Inc., formed to manufacture 
flavors, colors and essential oils 


A new company, John Beach, Inc., has been formed 
tc manufacture concentrated oils, flavors and emulsions, 
it has been announced. The new firm will also handle 
certified colors, essential oils and allied products. 

The company was incorporated in California, with 
headquarters at 5925 South Hoover Street, Los Angeles. 
John J Beach is president, John H. Beach is vice president. 

John J. is a graduate chemist, Colgate University, 1942. 
While attending college, he spent summer vacations 
learning about the aromatic chemical processes and the 
manufacture of aldehydes, ketones and esters. From 1943 
to 1946 he was a medical technician with the 11th Field 
Hospital overseas. Since 1946, he has been manufacturing 
and selling extracts and aromatic chemicals in Los Angeles. 

John H. spent 43 active years in the manufacture and 
sales promotion of chemicals and flavoring materials. A 
graduate chemist from Pratt Institute, he spent 12 years, 
from 1908 to 1920, with Fritzsche Bros., Inc. The next 
four years he was connected with the Antoine Chiris Co., 
and from 1924 to 1947 he was associated with Seeley & 
Co., Inc. 
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What to know about cassias 


By DR. KARL H. LANDES, President 
Karl H. Landes @& E. Balint, Inc. 


One of the world’s top-ranking spices, after pepper, is 
cassia. Consumed in enormous quantities by the peoples 
cf the globe, its flavor is popular—and usually unrecognized. 
Through some ancient, unfortunate tradition, powered cassia 
is sold and accepted the world over as powdered cinnamon. 

In this country, the spice 
is highly popular, with con- 
sumption running at about 
8,000,000 to 9,000,000 
pounds a year. India con- 
sumes almost an equal 
amount, and large quantities 
are required by Europe and 
the rest of the world. 

We in the spice industry 
recognize “cinnamon” as the 
Ceylon variety. As for the 
cassias, we define them by 
their geographical _ origin. 

For example, cassias collected 
in Saigon, French Indo-China, are called Saigon cassias. 
Those from the Kwangsi district in China are known as 
Kwangsi cassias. The ones grown in Sumatra and Malaya 
are well defined as Batavia cassias. 

Cassia comes from the bark of a tree. In Saigon, these 
trees are identified botanically as Cinnamonum Loureirii. 
Those in the southwestern part of China are Cinnamonum 
Cassia. But they are all related and, botanically speaking, 
can be classified as cousins, 

In the spice trade, we classify cassias in several ways. 
We recognize the following grades: Saigon, Honan or 
Yunan, Kwangsi, China and Batavia. 

Cassias belonging to any of these five groups are further 
classified as to length, thickness, and whether they are 
scraped or unscraped. We will discuss these classifications 
in detail in the next article. 

In the regions which produce cassia, the bark is gathered 
by farmers during their spare time in the rice planting 
periods, early spring and September-October. These are 
rainy seasons in the cassia-growing areas, and the bark is 
soft and pliable then, an important factor. The rains are 
heavier in the spring than in the fall, and the volume of 
cassia production in the autumn is only one-third the spring 
output. 

To collect the bark, the farmers cut down the cassia 
trees at the roots. They run a sharp knife along trunk and 
branches, on both sides, and gradually loosen the bark. 
_ The roots of the tree are not pulled out of the ground. 

On the contrary, the farmers cover them carefully with 
fresh earth—and the tree grows again the following year. 

Trees of three to four year’s growth are generally con- 
sidered properly developed for cutting, although no fixed 
rule exists as a guide to ripeness of the bark. Sometimes, 
when demand is strong, two year-old trees are cut, but the 
quality of this cassia is not as good as the product from a 
fully grown three-year-old tree. 
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Cassia bark from the end of a branch is, of course, 
thinner than bark from the mid-section or lower part of 
the tree. 

A former—or a group of farmers—might cut down as 
many as 1,000 trees to gather the cassia. After the bark 
is removed from the tree, the pieces are curled into quill- 
like rolls. The stripped bark is spread out in the open, 
becomes semi-soft, and then is tied up in bundles with no 
selection, at this stage, for thickness. The bundles are 
taken to collecting stations. From these stations, the cassia 
is usually shipped by barge via inland water routes to 
cleaning plants. 

Virtually all the cleaning plants that export cassia have 
moved to Hong Kong during the past ten years. Thus, 
tHong Kong has become the cassia center of the world. 

At the cleaning plant, the cassia is immediately separated 
into grades according to thickness. The semi-soft pieces of 
bark are unrolled and cleaned by scraping both surfaces, 
inside and out, with a stiff brush. This treatment rids the 
bark of dust, insect fragments or even mud. Since cassia 
is collected during the rainy season, mud is not unlikely. 

The next step is washing. For this, cold water is used, 
since hot water might extract some of the cinnamic aldehyde 
so important to the cassia flavor. After the washing, the 
bark is dried in the sun, inspected by experts and tied into 
bundles of about four pounds each. 

Scraping of cassia, when it is done, follows immediately 
after the washing. 

The bundles are fumigated for 12 hours and are then 
packed into bales, usually one picul each. A picul is 133% 
pounds. 

(In the next article, Dr. Landes will discuss in detail 
cassia grades, classifications and qualities —Ed.) 


Treasury Department clarifies status 
of spice imports from Hong Kong 


Clarification of the situation of spice imports from 
Hong Kong under the new Foreign Assets Control Regu- 
lations has been made by the Treasury Department in re- 
sponse to energetic efforts by the American Spice Trade 
Association, including visits to Washington, D. C. by 
ASTA President Harry J. Schlichting znd Executive Sec- 
retary Ernest H. Winter. 

“Under the Foreign Assets Control Regulations it is 
presumed that there has been a Chinese interest since 
December 17th, 1950 in any merchandise of Chinese ori- 
gin which arrives in the United States after March 7th, 
1941,” Elting Arnold, acting director of Foreign Assets 
Control for the Treasury Department, declared in a letter 
to ASTA. “Importers who desire to establish that no 
Chinese interest existed and thus obtain release of the 
merchandise being imported should file an applicaticn 
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with the Federal Reserve Bank of New York in duplicate 
on Form TFAC-1, requiring a waiver of the provisions of 
Section 500.808 with respect to the merchandise in question. 

“Such application must be accompanied by clear and com- 
plete proof, including appropriate documentary evidence, es- 
tablishing the ownership and all interests in the goods since 
December 17th, 1950; that such owners or persons having 
any interest were not designated nationals of China or North 
Korea; and that the goods have not been in China or North 
Korea since such date. Affidavits from shippers of the mer- 
chandise with respect to these facts will not be considered 
sufficient. 

“With regard to merchandise which was actually en 
route to the United States on March 7, 1951, the Foreign 
Assets Control would consider an application containing 
the following: 

“1. Evidence, supported by appropriate documents, 
available to the applicant in the United States of 
location of the merchandise on and since December 
17th, 1950 and the absence of any interest of desig- 
nated nationals of China or North Korea in the 
merchandise on and since that date. 

If the importer failed to obtain specific proof of 
the absence of interest of designated nationals of 
China or North Korea in the merchandise on and 
since December 17th, 1950, a full explanation of 
this failure. 

A statement by the applicant that the regulations 
have been carefully examined and that applicant 
intends to abide strictly with the regulations in the 
future. 

“The term ‘designated national’ includes all persons 
resident in China or North Korea as well as companies or 
other organizations organized under the laws of those 
countries or having their, principal place of business there- 
in, or owned or controlled substantially from those coun- 
tries, whether directly or indirectly. Chinese or Koreans 
who have not been in China or North Korea since Decem- 
ber 17th, 1950, or have not since that date acted or pur- 
ported to act directly or indirectly for or on behalf of 
China or North Korea and who are not now in any Com- 
munist country are not treated as designated nationals.” 


Trade honors Lioyd Trafford on retirement 


A reception and dinner to honor Lloyd Mowry Traf- 
ford, who has retired from the spice business, was held 
last month at the Hotel Astor by his many friends in 
the trade. 

Mr. Trafford, who was connected with the Charles T. 
Wilson Co., Inc., New York City, was president of the 
American Spice Trade Association for three terms. He 
was always active in trade activities and was widely known 
throughout the industry as a hard working straight talking 
spice dealer and association leader. 


Lewii\—Tea Leaves 


(Continued from page 57) 


Fortunately, we here in the U.S. have established a strong 
promotional media for creating greater consumption, and 
it behooves all branches of the tea trade to cooperate to 
the fullest extent with the Tea Council, The Tea Bureau 
and the Tea Association to make our advertising dollars 
return dividends. 
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U. S. imports 


of vanilla beans 


doubled in 1950 


In 1950, the United States imported 2,312,000 pounds 
of vanilla beans valued at $6,449,000, according to the 
Census Bureau, U.S. Department of Commerce. 

This was about double the level of United States im- 
ports of vanilla beans in 1949 and earlier years, and 
greatly exceeded the entire world production of vanilla 
beans in 1950. 

As a result, carry-over stocks of vanilla beans in pro- 
ducing countries declined considerably. Most of the 
world’s supply of vanilla beans is produced in Madagas- 
car and Mexico and consumed in the United States. 

Total United States imports of vanilla beans increased 
from a prewar (1935-39) annual average of 1.0 million 
pounds to 1.1 million pounds in 1948, 1.2 million pounds 
in 1949, and 2.3 million pounds in 1950. 

The average import valuation per pound increased 
from $2.50 in prewar years to a peak of $5.90 in 1947, 
and then declined to $4.75 in 1948, $2.95 in 1949, and 
$2.80 in 1950. 

Imports of vanilla beans from Madagascar rose rapidly 
from 204,000 pounds in 1948 to 640,000 pounds in 1949 
and 1,683,000 pounds in 1950, while imports from Mexico 
declined from 663,000 pounds in 1948 to 332,000 pounds 
in 1949, and 279,000 pounds in 1950. 

Imports of vanilla beans from Indonesia increased from 
24,000 pounds in 1949 to 90,000 pounds in 1950. Im- 
ports from the French Pacific Islands increased from 96,- 


000 pounds in 1949 to 162,000 pounds in 1950, and im- 
ports from the French West Indies rose from 14,000 
pounds to 45,000 pounds in the same period. 


Monsanto to produce 
vanillin from lignin 


The Monsanto Chemical Co. has announced that it 
will produce vanillin from lignin. Lignin is a by-product 
contained in sulfite liquors from the wood pulp industry. 

New production units will be installed in Seattle, and 
Si. Louis to carry out the new process, which will replace 
and augment the present capacity for producing vanillin 
from basic chemical materials. An entirely new manu- 
facturing unit will be built by the company’s Western 
Division at Seattle, to produce semi-refined vanillin. This 
will be shipped to St. Louis to be refined to the U. S. P. 
product which will be sold by Monsanto's Organic Chemi- 
cals Division. 

Evaluate your package 
: (Continued from page 59) 
sales promotion campaigns. 

The Evaluation Chart is in the form of a series of ques- 
tions so planned that an honest ‘“Yes’’ or “No” to each 
uestion about a given package will, in toto, show just 
how that packages rates in sales appeal. It represents 
the boiled down essence of our many years of experience 
and research, with hundreds of package designs. 

It came into being in its present easy-to-use form as the 
result of many talks between myself and advertising 
agency men in search of an accurate means of sizing up 
the sales value of clients’ packages. 

However, while this Evaluation Chart was developed 
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primarily for the use of the advertising agency account 
executive, it can be used with equally revealing effect by 
the manufacturer himself. It’s a test that can be easily 
applied to any package design and it shows up the actual 
sales punch—or lack of it—in a design. It is used as a 
check and re-check on every design coming out of my own 
studio. 

In this day of the self service store, a package must be 
able to attract attention and sell on its own in competi- 
tion with hundreds of other products. It is, therefore, of 
utmost importance that a package have “high voltage” 
sell. 

With production costs what they are today, and with 
competition what it is today, there is no room for guess- 
work and trial and error on this score. The Evaluation 
Chart eliminates the guess work and shows the strengths 
and weaknesses of a design from the standpoint of sales- 
pulling power. 


The aroma of coffee 

(Continued from page 17) 
pentanedione (propionylacetyl), 4 parts; pyridine, 3 parts; 
acetic acid, 3 parts; isovaleric acid, 2 parts; a-methyl fur- 
furole, 2 parts; diacetyl, 1 part; furfurole, 1 part; phenol, 1 
part; isoeugenol, 1 part; methyl mercaptan, 0.6-part; guaia- 
col, 0.5 part; a-methyl cyclopentenolone, 0.5 part; thioguaia- 
col, 0.4 part; furyl mercaptan, 0.3 part; octyl alcohol, 0.2 
dart. 

Most of these substances are those to which importance 
had been attributed in the patent literature. Probably the 
most essential ingredients are the mercaptans, and then the 
diketones (diacetyl and acetylpropiony]). 

In 1924, Sethness*’ reported that the principal constituent 
of coffee oil was the methyl ether of saligenin. A different 
view of the source of the coffee odor has been put forward 
by Diemair.** According to him the flavor that develops on 
roasting coffee is largely due to the formation of histidine 
bases from protein breakdown, the maximum amount in the 
case of coffee being formed at a temperature of 150°C. As 
Diemair attributes the flavor of roast potatoes and other 
baked and roasted foods also to the formation of histidine 
bases, it seems very evident that the characteristic coffee flavor 
cannot be due to these bases, although it may well be that 
the liberation of histidine does considerably improve the 
flavor of coffee. It seems safe now to attribute the character- 
istic aroma of coffee to methyl and furfuryl mercaptans, and 
to recognize the secondary rd/e played by many aldehydes and 
ketones, in particular the diketones, diacetyl and acetylpro- 
pionyl. 

19 J. Giral and A. G. Fernandez, Amales inst. invest. cient. Univ. 
Nuefo Leén, (Monterrey, Mexico), 1944, 1, 1949-54, and Chemical 
Abstracts, 1947, 41, 1349. 

20 P. Klason, Paper Trade J., 1024, 79, No. 2, 30-6. 

21 R. W. Moncrieff, ‘The Chemical Senses,’ p. 18, London, 1945. 

22 D. Ongaro, Ann. chim. applicata, 1040, 30, 455-60, and Chemt- 
cal Abstracts, 1941, 35, 2628. 

23 H. Staudinger and T. Reichstein, Canadian Patent 283,765, 1928. 

24 H. Staudinger and T. Reichstein, U. S$. Patent 1696419, 1928. 

25 Internat. Nahrungs und Genussmittel A. G., Swiss Patent 
128,720, 1926. 

26 H. Gilman and A. P. Hewlett, J. Am. Chem. Soc., 1930, 52, 
2141. 

2° R. E. Sethness, Tea Coffee Trade J., 1924, 46, 570. 

26 W. Diemair, Atti X° congr. intern. chim., 1939, 4, 494-517, 
and Chemical Abstracts, 1940, 34, 3391. 

(To be continued. Published by special arrangement with 
Food,”’ London.) 
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@ 8 The death of John J. Roddy came 
as a profound shock to the coffee world 
It was hard to believe that “Roddy,” one 
of the most beloved, colorful and success- 
ful men in the trade, is no more. He was 
known everywhere. He was the friend 
of a host of people. Everybody felt his 
geniality, and the business world had 
complete faith in his integrity 

John J. Roddy was born in San Fran- 
cisco 46 years ago. After attending Saint 
Mary’s College, he went to work at 16 
years of age. Eventually he attached him- 
self to E. A. Johnson & Co., and was 
with them for 20 years, up to the time of 
his death on March 8th. 

His apprenticeship took him through all 
the beginner's phases of the business, until 
he reached a very important position with also 
his company. He covered the Pacific 
Coast and was also a well known figure 
in the coffee producing countries. He was 
on the go continually, and it could be 
said of him that he commuted between 
San Francisco and Brazil. 

“Roddy” was a director of the Pacific world. 
Coast Coffee Association, green coffee 
division. He took a prominent part in 
its conventions and was noted for the 
high quality of entertainment he provided 


a member 


15, and Peter, 14. 


Roddy’s funeral 


John J. Roddy 


as chairman of that activity. He was 
the 
Coffee Club and was active in civic and 
charitable groups in the city. 

He is survived by his widow, Mrs 
Helen Kirby Roddy, and two sons, John, 
At his services, flowers 
friends all over the 
His going is a profound loss to 
the trade in San Francisco. 

Among those from out of town who service is done 


were received from 


came to San Francisco to attend John J 
services were Charles 


Nonemacher of the Jewel Tea Co., Inc., 
Los Angeles, and Ashton Lafaye, of New 


@ 8 The Western States Tea Association 
met last month at the Palace Hotel. It 
was an unusually large group that Presi- 
dent Miller M. Riddle, of Lipton’s  pre- 
sided over. Among new members present 
were T. Kong Lee of Lee’s Agency, im- 
porters and exporters of tea and other 
products, also John K. Gee, his assistant 
sales manager. 

Other new members include the Duncan 
Coffee Co., Houston, Texas; the Com- 
mercial Import Co., Seattle, and the A. 
Schilling Co., San Francisco 

WSTA was advised to have a good 
representation of local salesmen of tea 
present when Fred Baxter, Tea Council 
representative, is here next month to dis- 
cuss the $550,000 four-months campaign 
for iced tea 

The annual WSTA picnic will be held 
at San Mateo Memorial Park on August 
26th. Marion Sanders, of Standard 
Brands, is chairman of the entertainment 
committee. Assisting him are Jim Ma- 
honey, of the San Francisco Warehouse 
Co., and M. Sequiera, of Standard 
srands. 

The purchasing division of the State of 
California has requested WSTA to value 
and grade nine samples of tea, upon 
which bids have been submitted. This 
without charge by the 


San Francisco 


association 
(Continued on page 78) 
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@ @ Plans are 
trade’s events in June—the one-day 
outing on the 12th at the Hackensack 
Golf Club, Oradell, N. J., and the 
weekend party on the 22nd, 23rd and 
24th at Montauk Manor, Montauk 
Point, L. I 

At the green and roast trade’s Ora- 
dell outing, the two divisions will com- 
pete in the usual softball match and 
golfers will vie for low net to win cups 
offered by the New York City Green 
Coffee Association and the New York 
Coffee Roasters Association 

Special rates have been set by 
sumptuous Montauk Manor for the 
weekend party, Golfers will have the 
hotel’s 18-hole championship course to 
play on, tennis addicts will have fast 
courts on the premises, and piscators 
(fishermen, to you) will have a choice 
of salt or fresh water angling. In fact, 
if enough coffee men want to go out, 
a party boat will be chartered for off- 
shore fishing 

In charge of the weekend outing is a 
committee consisting of John Cargill, 
Durand Fletcher, Arthur Pfleiger, 
Henry Scheffer and James Sullivan 

Interest in the Montauk Manor event 
is running high, reports Elmer Flor- 
ance, secretary of the New York City 
Green Coffee Association 
will probably outstrip last year’s at the 
Shawnee Inn 

Be a good idea, we think, to get your 
reservations in now You can send 
them to Elmer Florance at the associ- 
ation 
® 8 Nortz & Co. is being dissolved, 
it was confirmed early this month 
Senior partner Paul Nortz is becoming 
associated as a special partner with 
Corn Schwarz & Co., cotton brokers 
Otto F. Traenkle, junior partner in 
charge of the coffee department, will 
go south for a rest he’s been planning 
to take for some time After one or 
two years of taking it easy, he will 


Attendance 


ik Vhews 


taking shape for the 


probably return to activity. 

@ 8 One of Front Street's grand old 
men passed away early this month 
Abraham Reamer, who before his re- 
tirement was associated with Reamer, 
Turner & Co., died at his home in 
Montclair, N. J., after a long illness 
at the age of 95. 

Born in New York, Mr. Reamer at- 
tended the Brooklyn Polytechnic Insti- 
tute He began his career in 1874 
when he joined a wholesale grocer in 
New York Later he moved to Chi- 
cago as representative of a coffee bro- 
kerage firm there 

In 1881 he returned to New York 
and founded the sugar and coffee bro- 
kerage firm of Reamer, Turner & Co 
When he retired in 1938, he also sold 
his interest in the firm. The company 
withdrew from the sugar end to con- 
centrate on coffee about 1916 

Mr. Reamer, a member of the Ncw 
York Coffee and Sugar Exchange from 
1892 until his retirement, was active as 
a grader for the Exchange. In fact. 
he was probaly the oldest living mem- 
ber 

He is survived by a son, T. Murray 
Reamer, a daughter, Mrs. John O 
Wells, and a grandson. 

8 8 Jimmy Kellner, of the Jas. T. 
Kellner Co., got an unexpected vaca- 
tion when he flew down to Brazil last 
month on business. After visiting San- 
tos, Sao Paulo and Rio, he was flying 
back when the plane developed motor 
trouble and set down in Bermuda. He 
was there for two days. Bermuda, 
says Mr. Kellner, is a very nice place. 
The trip, businesswise, was very suc- 
cessful, he indicates. 

@e@ Talk about excessive rain in 
Venezuela, Colombia is all too true, 
reports Manuel M. Mangual, of Lopez 
and Mangual, who is back after a sort 
of round robin business and vacation 
trip. Going down, Mr. Mangual was 


accompanied by his wife as far as 


, 


Florida, and she stayed there while he 
continued on to the producing coun- 
tries. After two weeks in Venezuela 
and Colombia, Mr. Mangual returned 
to Florida, where he rejoined his 
wife for a month's vacation. 

Mr. Mangual says he never saw 
as much rain in the producing areas 
as he experienced during this trip, 
and he has been visiting those regions 
for a good many years now. Not only 
was the rain excessive for the rainy 
season itself, but there was consider- 
able werry that the downpours would 
continue beyond the normal period. 

Stocks of coffee in Venezuela, at the 
ports and in the interior, were very 
small, Mr. Mangual reports, and what 
was left was mostly sold. 

@e@H.A. Fraenkel, of L. Neugass & 
Co., Inc., Front Street coffee importers, 
left last month by plane for a three- 
week trip to some of the coffee-pro- 
ducing centers, including Maracaibo, 
Caracas, San Domingo and Haiti. He 
should be back about mid-April. 
8 8 in a move which joins two of 
the oldest coffee houses, Arnold & 
Aborn, Inc.. has purchased the Private 
Estate Coffee Co. Arnold & Aborn 
is 71 years old, and Private Estate has 
been in existence for 100 years. Ar- 
nold & Aborn is absorbing Private 
Estate’s personnel and plant opera- 
tions, President Ed Aborn said, em- 
phasizing that the high standards of 
Private Estate will be continued 
® ® President Ed Aborn, of Arnold & 
born, Inc., has also announced that 
Harold TI. Hall has joined the firm to 
take complete charge of hotel and res- 
tauront sales. 

Mr. Hall is well equipped to further 
the expansion of this rapidly growing 
Arnold & Aborn division. In coffee ' 
for 38 years, he was manager of the 
La Touraine Coffee Co’s New York 
plant for eight years, and before that 
was assistant manager of the plant 
for six years. 

He also headed the New York di- 
vision of the Standard Brands coffee 
and tea department for six years 

He was with Chase & Sanborn be- 
fore that, for three years. 
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and Sydney Cormier, of Community Cof- 
a — Scr cea an URC a mci — fee Mills, Baton Rouge, Louisiana, made 
a business trip to New Orleans where 
By W. MC KENNON Culbreath, v.p.; Robert P. Rader, v.p. they called at the offices of Adolph C. 
and A. G. Kerr, v.p. Ricks and Co. 

@ ® Tea Council representative Fred A. Two divisional vice-presidents were a8: Pauls Piso. of: Comics Bato 
3axter predicted an increase of tea sales elected. They are T. P. Bartle, Washing- Chaves. Santos with Mrs Prado. is 
in New Orleans at a meeting of local tea, ton, v.p. of the central Atlantic division, making ie headquarters ay ‘the ifiices cf 
grocery and restaurant representatives and Frank A, Nemec, New Orleans, v.p. Rulfnee McDowell and Burch SRT ETS 
held at the Roosevelt Hotel recently. of the finance division. here The Prados will visit tie principal 

Mr. Baxter said a hike in tea sales can Re-elected vice-presidents were A. C. markets in the Stated belive. ectinane 
be expected as a result of a joint adver- Cocke, traffic division; David Hunter, Licervias , 
tising and merchandising campaign in- maintainenance and repair; E. A. Jimison, . ® Wilt Marit Re ae rr 
augurated by the tea industry. More than marine; Ralph Morse, operating; J. G. Weste "Food 2 W. a se 
$550,000 will be put into advertising in 33 Thompkins, Galveston, West Gulf; and Kagel eipeteeprs wight sala tae at eee 
metropolitan newspapers and several lead- J. A. Torregrossa, Galveston, Caribbean 
ing national magazines. Division. J. J. Creevy, New Orleans, was 

The advertising is being backed up by elected comptroller. 
the greatest array of point-of-sale ma- Also re-elected were assistant treasur- 
terial for restaurants and groceries ever ers J. G. Banvard, T. L. Abernath, J. H. 
used to promote tea, Mr. Baxter said. Holloway and C. P. Vaughan. R. C. 

Those represented at the meeting in- Colton, was elected an assistant secretary, 
cluded Foltz Tea and Coffee Co.; New He is a vice-president of the Lykes 
Orleans Import Co.; William B. Reily Brothers Co., Inc., general agents in New 
and Co., Inc.; Commercial Import Co.; York for the firm. Re-elected assistant 
Standard Coffee Co., Inc.; Tetley Tea secretaries were A. W. Lott, R. P. Grigg 
Co., Inc.; Standard Brands, Inc. ; Thomas and Douglas L. Clarke 
J. Lipton, Inc.; Louisiana’ Restaurant @ @ Ed Ganucheau, of J. Aron and Co., 
Association; California Fruit Growers Inc., is back at his desk, after being away 
Exchange; and Liberty Ice and Cold for a_ while 
Storage Co., Inc eeF. H. Searlesof the Crest Coffee 


Oklahoma, visited friends and acquain- 
t, tances in the coffee trade here recently. 
ecw Lr eans otes ws @ H.N. Saurate, Sr., Warren Saurate, 





was a New Orleans business visitor 
recently. 

se WwW. C. Englisbee, of Ruffner, Mc- 
Dowell and Burch, Inc., New Orleans, 
has just returned from a brief business 
trip 

@ ej. P. Marks recently was away on 
a business trip to the interior. 

@ @ Max Zander, of Zander and Co., 
Inc., and Mrs, Zander, are accepting con- 
gratulations on the birth of a son, Scott 
Rory Zander. 

8 8 William Ashton, of the Hathaway 
Coffee Co., Chicago, was a_ business 
visitor at the offices of Westfeldt 
Brothers here, on his way to Florida 
recently. 


8 s Solon B. Turman, former executive Co., was a recent business visitor in a 

vice president of Lykes Brothers Steam- Columbus, Georgia, and Montgomery, I 

ship Co. Inc., has been elected president \labama 

He succeeds Joseph T. Lykes, of Tampa, 8 @ Albert Schaff, of Stewart, Carnal 

named chairman of the board, and Co., Ltd., is on a business trip in 
Mr. Turman, who has been with the the interests of his firm. r a 

company 30 years, will continue to main-,  @ @ W. W. Krieger is back at his desk Bros., Inc., New Orleans, has just re- 


se CG. Gernon, of Ruffner, Me- 
Dowell and Burch, Inc., New Orleans, 
spent several days in Houston and San 
Antonio in the interests of his firm. 

@ 8 Sam Israel, of Leon Israel and 


tain headquarters in New Orleans, where ' - -at--€. H. D’Antonio and Co., after a turned from a business trip to New 
he has resided for the past 20 years short absence due to a sprained ankle. York City. 

Also elected were J. T. Lykes, Jr., @ @ James Lake and John Griffen, Jr., ® ® Clifford Lafaye, of W. D. Roussel 
v.p:3. J. MM Lgkes. 5r.,. vn.: Col H.C of the Griffen Grocery Co., Muskogee, and Co., Inc., was away a few days on 
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a business trip through the Southeast. 
@ @ Ashton Lafaye, of Lafaye and 
Arnaud, has just returned from a trip to 
the Pacific Coast where he attended the 
funeral of John Roddy. 

@ @ The New Orleans Board of Trade 
is in the process of making repairs t 
put their present structure in better con- 
dition. Plans for a new building were 
halted because of shortage of materials 
and the general construction situation. 
The offices will be temporarily located in 
Room 311, Board of Trade Annex, until 
the repairs are completed. 


Chicago 
By JOE ESLER 


@ 8 The five cent cup of coffee seem: 
to have disappeared from Chicago restau- 
rants and even the coffee venders have 
their price to 7 cents. Kwik Kafe Co., 
port Venders were the first to raise 
their price to 7 cents. Kwik Kafe Co., 
operating 35 machines, is trying out 6 
cents vender price. Coffee sales in most 
cases have held their former volume in 
spite of the price increase. Bracey Corp. 
in Detroit, Mich. is trying out the 6 
cent price on their Detroit routes 

@ 8 IGA celebrate their 25th anniversary 
with various throughout the 
country 

@ 8 \\ill Bird and Joseph Koop have 
joined the city sales force of Stewart & 
Ashby Coffee Co. 

8 8 Consolidated Grocers Corp. plan to 
acquire the business and assets of Gentry, 
Inc of Los Angeles. 

@ 8 The Chicago Coffee Club will hold 
its amnual dinner dance April 24th at the 
Northside Swedish Club. Cocktails will 
start at six o'clock 
@@tLeon LaBelle, Jack Glass, Sam 
Greenstadt and Jack Halperin will repre- 
sent LaBelle Mercantile Co. at the NRT- 
CMA convention at the Edgewater Beach 
Hotel in June. They will have a complete 
display of blankets, pillow cases, sheets, 
turkish towel ensembles, novelty boxed 
gift items of interest to the home service 
trade. 

# 8 National Tea Co. hopes to “take 
over fifth place in 1951” in point of food 
chain sales, Harley V. McNamara, presi- 
dent, reports 

ee H. H. Hixson & Co. have appointed 
Gordon Larson to cover the Madison, 
Wis. territory and Elmer Prusinski to 
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cover the Rockford, Ill. territory. The 
company is using large newspaper ad- 
vertising to push their vacuum pack 


coffee. 


Southern California 
By ANDREW S. MOSELEY 


@ @ The many friends of Earl Reagon, 
Major Products Co., Los Angeles, were 
sorry to hear of his recent illness, but 
happy that he is improving rapidly. Earl 
suffered a bad attack of pneumonia and 
apparently returned to his office too soon 
and suffered a relapse, together with 
other complications. 

@ 8 Jack Hornung, San Francisco man- 
ager of Naumann, Gepp, visited for a 
short time in Los Angeles, with Mrs 
Hornung. They were on their honey- 
moon, spent mainly at Palm Springs 
From reports we have received we under- 
stand that Jack’s popular bride is the 
former Barbara Russell, for several years 
executive secretary to Peter Folger and 
Jim De Armond. 

@ # The trade is sorry to hear of the 
death of Mrs. Joe Magie. Joe is presi- 
dent and owner of the City Coffee Co., 
Los Angeles. 

@ @ Mr. and Mrs. John Mack have re- 
turned from their annual trip to Guate- 
mala, where they spent considerable time 
at the Mack plantation. Returning 
through Mexico City, they met with 
Bill White, of the Huggins-Young Coffee 
Co., and traveled to Acapulco for several 
days for some white sail fishing. 

@ 8 Weldon Emigh, of the San Fran- 
cisco firm bearing his name, with Mrs 
Emigh, spent a few days in Southern 
California on their vacation trip to Death 
Vallev. The Emighs were hosts at a 
cocktail party and dinner at the Town 
House, Los Angeles, prior to their de- 
parture 

8 8 John Castleman, of the Weldon 
Emigh Co., with Mrs. Castleman, stopped 
in Southern California for a few days 
on their vacation trip to Ensenada. 

@ 8 The Moore McCormack cocktail 
party at the Biltmore in honor of Emmet 
J. McCormack was a very successful 
affair and beautifully appointed. Held 
in the Music Room of the Biltmore, 
appropriately called the SS MORMAC- 
BILTMORE for the occasion, the 
gathering included members of the cof- 
fee trade and allied groups. 

® 8 Announcement was recently made 
by the Folger Coffee Co., San Francisco, 
of the appointment of J. L. “Larry” 
Moore as vice president. For many years, 
Larry has headed Folger promotional 
campaigns as general sales manager. 
@ @ A. Schilling & Co. have announced 
the promotion of S. L. Dalrymple to 
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regional manager in Los Angeles. Dal- 
rymple started with the company in 1934 
in a sales capacity and for quite a few 
years was division manager at Portland 
before he was transferred to Los Angeles 
as division manager. C. S. Haynes be- 
comes assistant divisional sales manager 
of Southern California. Haynes has 
been with the Schilling Co. for over 12 
vears, starting as a salesman. 

@e Arthur W. Lutz, president and 
general manager of Smart & Final, has 
been re-elected chairman of the board 
of the National American Wholesale 
Grocers Association. The election was 
recently held at a Chicago convention of 
the organization. 

8 8 Announcements were recently re- 
ceived of the wedding of Herbert 
Knecht, Jr. to Peggy Jane Rose at 
Albuquerque, N. M. Herb, Jr, is in 
business with his father in Los Angeles. 
dt is the H. O. Knecht Co. 

e es THOUGHTS OF THE MONTH 
... JOHN RODDY . . WHOSE 
PASSING AWAY ON THURSDAY, 
MARCH 8TH, WAS SO KEENLY 
FELT BY THE ENTIRE COFFEE 
INDUSTRY ... COAST TO COAST 
... MAY WE OFFER OUR SYM- 
PATHY TO HIS FAMILY, FRIENDS 
AND BUSINESS ASSOCIATES 


St. Louis 
By LEE H. NOLTE 


At the recent annual elections, these 
officers were named: president, Robert 
A. Klaus, Klaus Coffee Co.; vice presi- 
dent, George J. Johnson, coffee Brokers ; 
Secretary, Don Hawken, Thos. M. Haw- 
ken Co.; Treasurer, John Good, M. S. 
Good Coffee Co. 

Incidentally, John is the third gener- 
ation in this old, established firm. 

\ new member is Wallace L. Reynolds, 
representing Lorraine F. Jones & Son. 
He is specializing in coffee bags made by 
Arkell & Smiths, as well as Arkell safety 
liners. 

The chairman of the golf and enter- 
tainment committee, Dave McKay, an- 
nounced the 1951 schedule: May 15th, 
Glen Echo Country Club; July 17th, 
Norwood Country Club; September 11th, 
Sunset Country Club, Annual Handiap 
Tournament; December 14th, Coronado- 
Sheraton Hotel, Christmas party for the 
ladies 


Ask us about 
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San Francisco 
(Continued from page 73) 

Ed Spillane, of the G. S. Haly Co., in 
speaking of his recent trip to New York 
City to attend the U. S. Board of Tea 
Experts said that he thought Bill Tread- 
well was doing a swell job. The pub- 
licity releases have thousands of clip- 
pings. In fact, Ed felt that the publicity 
on tea was much more complete in the 
East than here. Under the guidance of 
the local Merchandising Committee, the 
Coast would begin to do better in that 
respect, he said 

There was a discussion by WSTA 
members regarding the relative merits of 
foil or paper next to the tea in tea chests 
It seemed to be the concensus of opinion 
that aluminum foil was sufficient protec- 
tion to the tea and there was no harm in 
the tea being packed against it. The use 
of paper grew out of the old practice of 
using lead foil with a danger of lead 
poisoning. In fact, members ob- 
jected that the paper broke up and made 
a cleaning job when the chest was opened 
for packing in bags, etc. Possible damage 
from sea water did not seem sufficient to 
warrant the paper. It was felt that the 
principal reason shippers in producing 
countries raise the point is the matter of 
the cost of the paper. These opinions, 
however, were just personal and no group 
recommendations were made 
@ 8 With the flu on the rampage, there 
is no suspicion cast on a young man when 
he stays away from the office . even 
on days when spring is in the air and 
tuning up for the P.C.C.A. 


some 


golfers are 


J 


4 lou sehold 


event. So if Ernest A. Kahl, of the 
Joseph C. Hooper, Jr., Co., was sick, he 
had our sympathy and best wishes for a 
speedy recovery. He recovered. 

@ & The largest single shipment out of 
the port of Puntarenus, Costa Rica, 
17,000 bags of coffee, was made on the 
LaBaule, of the Independence line, rep- 
resented by the General Steamship Co. 
The shipment was made by Anceto Es- 
quivel e hijos for the S. F. Pellas Co. 

@ @ Last month John J. Beardsley of 
Otis McAllister Company spent a week 
at the main office of the company in New 
York. 

@® @ George Theirbach, of the Jones 
Theirbach Co., was recent host to a dis- 
tinguished visitor from Switzerland, Mau- 
rice Paternot, managing director of 
Nestle’s main office in Vervey, Switzer- 
land. With him was Daniel F. Norton, 
president of the Nestle Milk Co. of Colo- 
rado Springs, Colorado. 

ee J. L. (Len) Hoover formerly man- 
ager of the manufacturing and coffee de- 
partment of the General Grocery Co., 
Portland, Oregon, was in town last month 
negotiating for a new connection. 

ee W. (Bill) V. Lynch spent a good 
part of March in Central America and 
Colombia visiting the company offices in 
those countries. These trips are a reg- 
ular thing with Bill, and it is like going 
home for him, because of his wide ac- 
quaintances, growing there out of many 
years spent in that country earlier in his 
career, 

@ @ The impact of the 
ringing campaign is said to be 


Extracts 


Folger door- 
“terrific.” 





are TASTIER 
when Flavored 


by FRITZSCHE 


Extract manufacturers who use any but the finest basic ingre- 
dients in the preparation of their products risk serious loss in 
the almost certain failure of their brands to develop repeat 
business. They can safely avoid this possibility by using 
dependable, uniform, laboratory-controlled flavor concentrates 
that bear the FRITZSCHE seal of guaranteed quality. Backed 
by more than three quarters of a century of fine flavoring 
“know-how”, these materials insure superior effects at mini- 


mum cost. 





PORT AUTHORITY BUILDING, 


BRANCH OFFICES and *STOCKS: Atlanta, Ga., 


76 NINTH AVENUE, NEW YORK 11, WN. Y. 


"Boston, Mass., *Chucago, Il., Cm 


cinnati, O., Cleveland, O., Datlas, Tex., Detroit, Mich., *Los Angeles, Calif., Philadel pbia, 


Pa., San Francisco, Calif., 


FACTORY: Clifton, N. J. 


*St. Lomis, Mo., *Toronto, Canada and *Mexico, DF 





The voice of the Folger announcer comes 
booming over the radio. No housewife 
is immune to the argument that all she 
has to do to win is have a can of Folger’s 
when the question man arrives. The list 
of Westinghouse awards is most alluring. 
It is understood that Folger’s is not com- 
plaining about business. 

@ 8 Paulo Prado and Mrs. Prado, of 
Compania Prado Chaves, Santos, are in 
this country visiting various offices of 
Ruffner, McDowell and Burch, Inc. 
While in San Francisco, Bill Burch visit- 
ed the trade with Mr. Prado, as well as 
greeting the couple when they arrived in 
Los Angeles. They also visited the North- 
west. They will return to Brazil May 5th. 
8 8 Tom Halpin, buyer for Certified 
Grocers, Los Angeles, visited San Fran- 
cisco for a few days last month to look 
over some of the roasting plants in this 
vicinity. He is about to begin roasting 
operations for his company. He was also 
a visitor at the offices of Harry D. Max- 
well. 

® ® California Street was busy grading 
coffee for the Army and Navy, due to 
tremendous arrivals from Brazil and Col- 
ombia last month. 

@ @ The Pacific Coast importer is hav- 
ing his troubles with the incoming ship- 
ments of coffee. There are a number of 
causes, and they all add up, but they may 
be smoothed out by the time you read 
this. Unusually large amounts of coffee 
for the army and navy have been moving 
into Coast ports. There has been severe 
congestion in Santos and Rio due to in- 
bound cargo. Heavily laden ships find it 
difficult to go into smaller ports, such as 
Angra dos Reis and Paranagua. More- 
over, there are fewer vessels on the run. 
The Silver and Java line discontinued one 
of their ships in the coffee trade with 
Brazil. In addition Pope and Talbot's 
Pathfinder collided with an Argentine 
freighter in the Rio de la Plata, holding 
up another coffee carrier. 

@ 8 The trade has been reporting that 
it is quiet—that is, the importer segment 
has. Which may account for J. L. Castle- 
man, of the Weldon H. Emigh Co., 
spending a vacation at Del Mar last 
month. 

@ 8 San Francisco's Foreign Trade Zone 
received 12,129 tons of merchandise for 
storage and processing, free from cus- 
tom’s rules and duty payment, during 
1950. This represents a 37.6 per cent in- 
crease in business over the 8,815 tons re- 
ceived during 1949. 

@ @ Silver and Java Pacific Lines are 
adding Colombo as a regular port of call 
to the itinerary of their inbound A- 
Service vessels. The transit time from 
Colombo to the Pacific Coast of vessels 
in this service will be approximately 35 
days. The Colombo service is primarily 
intended for the Pacific Coast tea trade. 
There are six vessels in the run, which 
also includes Calcutta. 


Pause for arrests 

Austrian and German frontier customs 
officers had to interrupt their partict- 
pation in the annual carnival ball at Burg- 
hausen, Bavaria, a while back, Coffee 
Trade News, London, reports. The of- 
ficers left the ball to arrest four men 
trying to smuggle 50 bags of coffee. 
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Vancouver 
By R. J]. FRITH 


@ eli tea and coffee prices rise to 
what could be almost unattainable price 
levels for some segments of the popu- 
lation there. would be, in such an eventu- 
ality, a reasonable good supply of either 
or both commodities in quarter-pound 
packages, or even in packets of less 
weight. Some tea packers already supply 
Eastern Canadian markets with one- 
quarter pound packages. Those packers’ 
local branches say that in Vancouver 25 
packages of ones sell to cach package of 
halves. Generally Vancouver's tea and 
coffee men do not want to handle either 
product in less than ones. 

Although the Hudson’s Bay Co., Cana- 
da’s centuries-old department store and 
fur trading chain, does at times display 
one-quarter pound packages of Ceylon 
tea in its Vancouver store, these packages 
come from Ceylon. ‘Penny packets” of 


@ 8 Paul Ruffner, of San Francisco, 
was visiting Vancouver friends in the 
coffee business recently. He is with the 
Otis, McAllister. He told friends there 
was no special significance to this trip, 
reports business good all along the Coast, 
was quite happy about trade trends and 
prospects for good volume, and he hoped 
to be back in Vancouver again, some 
time. Coffee men here hope he will 
return. 

ae W. G. Jeffery has his newest tea 
campaign rolling well at points of sale 
everywhere in British Columbia. The 
campaign, which is well engineered, is 
similar to those in other Canadian cities 
The Tea Bureau, represented by Mr 
Jeffery in British Columbia, has developed 
a nice degree of expertness. Tea men 
like to work with them. 

8 8 Joe Diamond got back to town 
from an interesting vacation in Cali- 
fornia. He was at his desk in Vancouver 
for a day or two then discovered he had 
to make a business trip to both Chicago 
And since he had to go, 


Montreal, Toronto and Hamilton before 
returning to Vancouver. 

ees fj. L. Trumbull whose organization 
has distributed whole cargoes of tea in 
Western Canada over the years, is en- 
joying an early spring in California. 
This is a bit of a vacation for him. He 
expects to be back in Vancouver when 
spring arrives this far North. 

@ @ Frank Steele has been appointed 
division manager for British Columbia 
and Alberta for Lever’s Lipton Tea and 
associated lines. His headquarters re- 
main in Vancouver. John Chambers, 
salesman for the company, has been con- 
firmed in his appointment as field super- 
visor for Alberta, with offices in Calgary. 
Andy Vickers, with headquarters in Van- 
couver, goes on as field supervisor for 
British Columbia. 

8 8 John Castleman, with the Weldon 
H. Emigh Co., Inc., San Francisco, 
stopped over in Vancouver on his latest 
trip North. He had a lot of pleasure 
revisiting old friends in town. For some 
time, he was manager of the coffee de- 
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Dr. Guenther again seeks new essential oil sources 
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Dr. Ernest Guenther, vice president and technical di- 
rector of Fritzsche Brothers, Inc., New York City, left 


by plane recently, bound for Mexico and Central America. 
There, his knowledge and experience in the production of 
essential oils will be once more directed toward the im- 
provement and development of Western Hemisphere 
sources of these vital materials. 


Vanilla film in demand for group showings 


“Make Mine Vanilla,” the new Dodge & Olcott, Inc., 
sound color motion picture which tells the story of vanilla 
from the orchid blossom to the extract bottle, has been 
exhibited to the executives of several food plants through- 
out the country. It was also shown at the annual meeting 
of the Vanilla Bean Association of America. The mem- 
bers of the Vanilla Bean Association are said to have 
unanimously agreed that “Make Mine Vanilla’ is a great 
contribution towards making Americans conscious of a 
true heritage of our hemisphere, natural vanilla. 

The demand for use of the film by manufacturers and 
educational groups has exceeded all expectations, D & O 
reports. The firm has had additional copies of the film 
made to fill these numerous requests. Manufacturers 
desiring to show “Make Mine Vanilla’ at their sales 
meetings or in their own public relations or community 
relation programs are invited to borrow the film. Because 
of its popularity, requests should be made four to six 
weeks in advance of the desired date. 

“Make Mine Vanilla” runs for eleven minutes. 


Nominations now open for Fritsche Award 


Of interest to users of essential oils and related products 
is the recent announcement from the office of Alden H. 
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Emery, executive secretary of the American Chemical 
Society, that nominations for the Society-administered 
Fritzsche Award are now being received by the canvassing 
committee. This award is given annually for outstanding 
achievement in the field of essential oils and related pro- 
ducts, embracing analysis, research or new applications of 
such materials. There are no limits on age or nationality. 
The award consists of a gold medal and one thousand 
dollars in cash. 

The names of nominees for the 1952 award must be in 
the hands of the executive secretary of the American 
Chemical Society, 1155 Sixteenth Street, N.W., Washing- 
ton 6, D.C., not later than June Ist, 1951. The nomi- 
nations of qualified candidates must be made through a 
member of the Society. 

Inasmuch as names of previous nominees are not 
carried over from year to year by each new committee, 
it is suggested that sponsors of deserving candidates re- 
submit their names for consideration by the newly ap- 
pointed award committee. 


What makes the "maple" in maple syrup? 


Whatever it is that gives maple syrup its pleasing maple 
flavor and amber color is not present in the sap as it is 
taken from the tree. True maple flavor and color are 
developed during the boiling of the sap in the concen- 
tration process. 

These and other findings about changes in composition 
of maple sap that occur during the tapping season are 
reported in a bulletin from the Experiment Station at 
Geneva, N. Y.,now available upon request. 

“It has been known for some time that the characteristic 
flavor of maple syrup and maple sugar is not present in 
the sap but is developed during boiling,” says K. C. Hol- 
gate, food bacteriologist at the Experiment Station in 
discussing his studies. “There is little doubt but that the 
pleasing flavor of maple products is brought about by the 
action of heat on one of more constituents of the sap as 
it is concentrated by boiling.” 
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MODERN REBUILT MACHINERY 


For Immediate Delivery 
At GREAT Savings 


International SS. Straightline 160/min 
Vac. Filler. 
Resina S, LC Auto. Cappers. 


New Way Wraparound Labeler. 


Pony ML and MX Labelers. 

Triangle G2C, A6CA Elec-Tri-Pak Fillers. 

Woild and Ermold Rotary and Straight- 
away Automatic Labelers. 

S. & S. GI and G2 Auger Fillers. 

Whir Packer BI, B2 Volumetric Fillers. 

Filler 1, 2, 4 and 8 Head Stainless Steel 
Piston Fillers. 

Amsco & Doughboy #46 Rotary Sealers. 

Hayssen, Scandia, Miller and Package 

Machy. Auto. Wrappers. 
Triangle SHA Filler and Carton Sealer. 


Day & Robinson Dry Powder Mixers and 
Sifters, from 100 to 3500 Ibs. caps. 


Burns half-bag #7 Roaster and Cooler. 
Jabez Burns No. 25 Granulator, 4000 Ibs. 
Jabez Burns coal or oil-fired Roaster. 
Jabez Burns No. 35 Coffee Roaster. 
Huhn Steam and Gas Fired Dryers. 
This Is Only A Partial List 


OVER 5000 MACHINES IN STOCK 
Tell Us Yeur Requirements 


Attractive Prices Paid 
For Your Surplus Equipment 








STANDARD EQUIPMENT CO. 
318-322 LAFAYETTE ST N.Y 12.N Y 


Uucou 








EQUIPMENT FOR SALE 
FOR SALE: 


Storage t 
price $85 
Knapp Self 


Unused 200 gal 
Original cost 
including crating; 1 
Adjusting Gluer Sealer 

Compression Unit; &8’—Pneumatic 
Pouch-type Tea Machines; 6 
“Roball” Sifters 40” ", 6—Read Jacketed 
900% Ribbon type Powder Mixers; 1—Day 
Lightning Packer: 3—-Pony Labelrite Ma- 
chines, Model M, ML, and MX 

rain prices Send your inquiries 
SOLIDATED PRODUCTS CO., INC 

Park Row, New York 7, N. Y 
0600 


Aluminum 


Standard 
and 


BArclay 


FOR SALE: 4-Bag Jubilee 

Complete with Stoner and 

Elevator, Cooling Car ete.; Burns #14 

Compactor-Grinder; Gump Air Elevator; all 

condition Standard-Knapp Case 

Booster, Divider, etc., complete for 

vacuum can line, packs up to 600 cases 

. equipped to handle from 1 to 4 

e vacuum units (60 per minute); com- 

plete blueprints available; equipment 2 years 

old, in perfect condtion, reasonable Box 
No, 385, care Coffee and Tea Industries 


Coffee Roaster, 


Hopper, Bucket 





EQUIPMENT WANTED 


WANTED—CYLINDER FOR 4-BAG JUBI- 
LEE, STIRFLEX COOLER, 4-B: THER- 
MALO ROASTER, Address Box 25 care of 
Coffee and Tea Industries 


Page 


Can Co. 

Coffee Corp. 
American Export Lines . 
Argentine State Line 7 
Atlantic Coffee Bag Co., Inc. 


American 
American 


Balmer Lawrie & Co., Ltd. 
Balzac Bros. & Co., Inc. 
Bayer & Co., O. F. 5 
Bennett & Son, Wm. Hosmer 
Bickford & Co., C. E. 
Borchsenius Co., Inc., 
Bott, George P. & Co 
Boukouris & Co., Ltd. ... 
Brazilian Warrant Co., Ltd 
Brookhattan Trucking Co., Inc. 
Burns & Sons, Inc., Jabez 
Byrne, Delay & Co. 


Carl 


Cambron Werotte & Co., Inc 
Carret & Co., 3 

Cholwell & Co., Inc , George C. 
Classified iiatieamints 
Companhia Brasileira de Cafe 
Cortizas & Co., 

Cosmopolitan Shipping Co., ‘Inc 
Cup Brew Coffee Bag Co. 


Dammann & Smeltzer, Inc. 

D’Antonio & Co., C. H. 
Dodge & Olcott, Inc. 

Donohue & Co., W. J. 


Fast Asiatic Co., Inc., The 

Edwards & Sons, Frederick 
Emigh Co., Inc., Weldon H. 
Eppens, Smith Co., Inc. 


Fairchild & Bolte 

Federacion Cafetalera Centro- 
America-Mexico-F] Caribe 

.. Florasvnth Laboratories, Inc. 

tzsche Brothers, Inc 


Gabriel de Paula & Cia, 
Gair Co., Inc., Robert 
Gaylord Container Corp. 
Geck Trading Corp 
General Foods Corp. 
Grace Line 

Grace & Co., W. R. 
Gump Co.. B. F 
Gumperz Co., Jerome 


Ltd 


Haitian Coffee 

Hall & Loudon 

Haly Co., The G. § 
Hansen, Walter R 
Hard & Rand, Inc. 
Harris, Inc., Alfred 
Hawken Co., Thomas M. 
Hill-Shaw Co. 


International Freighting mae 
Ireland. Inc., B. C. ; 
Irwin-Harrisons-W hitney, 


Israel & Bros., Inc., Leon . 

Johnson & Co., E. A. 

Journal of Commerce, 

Junta de Exportacao do 
Cafe Colonial 





Index to Advertisers 


Koffy Pak Corp. 
Lawrence & Co., 
Lee Company, W. 
Leonidas Lara & Sons, Inc. 
Lipton, Inc., Thomas J. . 
Lloyd Brasileiro ; 


George W. 
H. 


ee 


Mackey & Co., oe 
Ltda. . 


Malzoni & Cia., 
Medina Co., J. A. . 
Mill Engineering & “Machinery 
Mississippi Shipping Co., Inc 
Modern Coffees, Inc. i 
Mooney & Son, H. . 
Moore-McCormack Lines, 
Muller & Co., E. B 


Inc 


National Federation Coffee 
Growers of Colombia 

Nopal Line 

Norda Essential Oil and 
Chemical Co. oe 

Normandy Coffee & Tea ‘Corp 


Old Slip Warehouse, Inc. 
Ortega & Emigh, Inc. .... 
Otis McAllister Co., Ltd. 
Pan American Coffee Bureau 
Pope & Talbot Lines ... 
Prudente Ferreira Com. € 
Aan.,.S. Ax. array 


Ransohoft Co., Inc., A. L. 
Reamer, Turner & Co. Se 
Roussel & Co., Inc., W. D. 
Ruffner, McDowell & Burch, ‘Inc 


San Francisco, Port of 
Santos Exporters 
Schaefer Klaussmann Co., 
Schonbrunn & Co., Inc., S. 
Shelton Manufacturing Co., 
Slover Co., Chas. ‘ 
Standard Brands, Inc. 
Sterwin Chemicals, Inc. 
Stewart Carnal & Co., 
Stockard & Co., Inc. 
Stokes & Smith Co. 
Swedish American Line 


Ltd. 


Tea Council 

Thomson Inc., Henry P. 

Thurston & Braidich 

Transportadora Gran 
Colombiana, Ltda. 

Tricolator Co., Inc. 


Union Special Machine Co. 
United Fruit Company 


Vaccaro, Felix J : 
von Gohren, Wilmer T. 


Wessel. Duval & Co. 
West Coast Line, Inc. 
Wilhelm & Co., R. C. 


Ziel & Co., Inc. 
Zink & Triest Co. 


66 
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18 
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EQUIPMENT WANTED 


Packaging unit, Spice Mixer, 
Brightwood Box Machine. 
care of Coffee and Tea 


WANTED: 
Weigher Roaster, 
Address Box AA, 
Industries 


EQUIPMENT WANTED 
WANTE ED—ROYAL 


Cc dered ROASTERS 
ITC 3; 


ALSO 


ADDRESS BOX 119, 


OF COFFEE AND TEA 


INDUS- 





80 





COFFEE AND TEA 


INDUSTRIES 





The most COMPLETE and RELIABLE buying organization in INTERIOR BRAZIL 
is designed to SERVE you with OTIS CUSTOM-BUILT VINTAGE qualities to 
suit your most EXACTING requirements. CUSTOM-BUILT to your order. 


ALSO 
TEAM-MATES OF QUALITY 


OTIS ARMENIAS — OTIS GIRARDOTS 
DON CARLOS MEDELLINS — CARMENCITA MANIZALES 


ROLLO BUCKS 
OTIS COATEPECS—CENTRAL AMERICANS—VENEZUELANS 


OTIS McALLISTER 


COMPANIES 
310 Sansome St. 837 Traction Ave. 510 N. Dearborn St. 78 Front St. 321 International Trade Mart 
SAN FRANCISCO LOS ANGELES CHICAGO NEW YORK NEW ORLEANS 
4 13 10 5 12 


ESTABLISHED 1892 


MEMBER OF 


SS 22 











QUALITY ...SERVICE 


UP Lee 


BRAZILS ; COLOMBIANS 


CENTRALS AFRICANS 


Snnporters Of Green Coffee 


THE EAST ASIATIC COMPANY, INC. 


103 FRONT STREET NEW YORK 5, N. Y. 


" TELEPHONE: WHITEHALL 3-6286 CABLE: CAFASIATIC TELETYPE: NY 1-1713X 





